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IDEAL HOME Magazine sets an 
envied standard in the home-maga- 
zine field because it completes the 
picture for the advertiser by bringing 
together those readers who love 
homes—build homes—design homes 
—decorate homes—sell to homes. 
We would like to remind you of 
the wisdom of harnessing this tre- 
mendous force of influence to your 
product by speaking to this valuable 
audience when you get them together 
reading the pages of IDEAL HOME 
Magazine. 
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SIGNCRAFT 


LETTERPRESS 


with Silk Screen 


SWINDON SIGNCRAFT LTD. 


Swindon 52862 


Tributes to mail 
order group 


Leading advertisement direc- 
tors and managers paid tribute to 
the Beasley Group, the corsetry 
ind mail order house with head- 
ying: in Bournemouth, at a 
inner at the Dorchester on Fri- 
oie by George H. Wales, 
founder and governing director, 
to mark the 30th anniversary of 
the group's foundation, 

Eb. H. Hull (Daily Herald) said 
that the development of a con- 
cern with so many branches in 
such a comparatively short time 
was a “wonderful achievement.” 

W. Memory (News Chronicle) 
said that during the whole W 
years he did not recall a single 
complaint from any reader of 
Beasley advertisements Miss 
Dorothy Freeborn (Modern 
Woman), HH. W. Wedderburn 
(Everybody's) and Michael 
Wilson (Kemsley's, Manchester) 
also spoke. 

A tribute to the loyal and effec- 
tive work of his agents, Frederick 
Aldridge Ltd., was paid by Mr 
Wales and acknowledged by 
A. W. Smith, a director of 
Aldridge’s 


Press see new 
port film 


Members of the national, pro 
vincial and trade and technical 
press were invited last Friday by 
the Port Wine Trade Association 
of Great Britain to see a new 
W-minute colour film and taste 
a range of ports 

The film has been produced for 
the Association for educational 
purposes and will be shown 
within the wine trade of this 
country and overseas, at port 
tastings, lectures and other events 

The reception was organised 
by Hugh Mackay, of the PR 
department of the J. Walter 
Thompson Co, Ltd., on behalf of 
the Port Wine Trade Association 
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‘Export drive retarded by the 
diversion of TV materials’ 


Sin,-I cannot agree with the 
views expressed in “Inflation and 
Ads” (Comment, October 21) 

While it would be wrong to 
say advertising, as such, on com 
mercial television has helped in 
flation and been a contributory 
factor to our present economic 
difficulties, it is quite obvious 
that the building of a new chain 
of television stations, the diver 
sion of thousands of skilled 
people and millions of pounds 
worth of precious materials from 
production of essential jndustrial 
and export electrical equipment 
to the production of television 
equipment for entertainment pur 
poses only must have an adverse 
effect on our economy 

Our export drive in electrical 
equipment has definitely been 
retarded by this internal diversion 
of manpower and materials to 


THIS WEEK 
Teletaster —page 20 


NEXT WEEK 
Northern Counties Market Survey 


this extended television service at 
a time when both manpower and 
materials were already very much 
in short supply 

So while the advertising which 
appears on our screens is not 
detrimental to our economy as 
these advertisements cannot reach 
the screen without the provision 
of the necessary facilities, surely 
there must be some connection 
between this advertising and the 
effect on the electrical industry 
as described 

Advertising is no longer in its 
infancy and is generally recog 
nised as making an essential and 
beneficial contribution to our 
economy, Surely, therefore, it ts 
not necessary to be so strong or 
so dogmatic when rebutting criti 
cisms which may after all contain 
some element of truth 

Wass 

Wass, Pritchard & Co., Lid., 
London, B.C .3 

{ Advertising ix no longer in its 
infancy, but some of its critics 
are The danger of permitting 
their repeated suggestions that 
advertising in itself raises prices 
and contributes to inflation to 
pass unchallenged is that eventu 
ally too many people in influen 
tial positions might begin § to 
helieve them Advertising must 
stand up for itself.-Epvrror.) 


(showcards) (tRey 


Lecturers who 
do not know 
their subject 


Sirn,—-Three times in eighteen 
months I have received requests 
for information and advice on 
point-of-sale advertising from 
persons who have been invited 
and commissioned to give talks 
and instruction on this subject 

In each case, on their own 
admission, the people concerned 
openly admitted they had next to 
no knowledge of the subject. 

Much is being said about rats 
ing the standard of knowledge of 
those employed in the advertising 
business. We talk of creating 
now a firm foundation for the 
future of advertising in the young 
people joining the profession, yet 
we permit this kind of thing to 
£0 on, 

Are the 
aware of it? 

E. FreemMan-Keet 
Sales Manager, 
Leon Goodman Displays Ltd 


bodies concerned 


Space selling and 
PR combined 


Sir, learned with some sur 
prise recently of a free-lance 
public relations consultant who 
has commenced space-selling in 
addition to his public relations 
work, 

It would be interesting to 
know what the Institute of 
Public Relations thinks of this 

Parrick SMYTH 
178 Fleet Street, 
London, E.C.4 


‘Academy cinema 
posters best’ 


Sir,-1 am sorry that in his 
first review of film posters 
(October 21) Stuart Lewis did not 
award an Oscar to any of those 
which have appeared for the 
Academy Cinema, Oxford Street 
These are always designed simply 
in a few well chosen colours and 
they stand out splendidly from 
the highly confected nonsense 
which so often surrounds them 

BULLOCK 
Greystone Gardens, Kenton 


SILK SCREEN 


with Letterpress 


Swindon 3282 — 


Agency launches 
staff journal 


Erwoods Litd., whose address 
is 211 Piccadilly, have produced 
a monthly staff magazine and 
newsletter, 2/7, 

The first issue includes a mes 
sage from the managing director, 
Leslie T. Salts; pen portraits of 
a member of the agency, Eric 
Field, and a client, David 
Coughlan (managing director, 
Stafford-Miller Ltd.); a shopping 
guide, jokes, problem picture, a 
“Guess Who?” item about mem 
bers of the staff, and a message 
from the Editor of ADVERTISER'S 


WEEKLY congratulating the 
agency on its 60th-birthday and 
on the launching of the 
magazine. 


The editorial board comprises 
Leslie TT. Salts, supervising 
editor ; Margaret Rich, assistant 
editor; Barrington Bree, news 
and features editor; and Bill 
Geller, art editor 

The next issue will announce 
cash prize competitions. 


BIF chief woos 


dollar spenders 


Sir Ernest Goodale, chairman, 
British Industries Fair Ltd., left 
London last week on a fort 
night’s tour to boost the BIF in 
North America. 

He will talk to buvers and 
journalists in New York, Phila 
delphia, Chicago, Washingten 
and Cleveland He is isc 
scheduled to make several IV 
and radio appearances 

In Canada, Sir Ernest will 
meet C. D. Howe, head of the 
Department of Trade and Com 
merce He will also have talks 
with Canadian ,and_ British 
Government officials business 
men and journalists in Toronto 
and Montreal He plans to 
return to London by air on 
November 9 
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“CONTACT” WITH BRADFORD 
PURCHASERS 


No need to look far to see why Bradford 
is one of the best and most concentrated markets 
in the country. Here are the facts to prove it: 


BANK CLEARANCES .. . . . . £148,260,000 (jan.-Aug. 1955) 
SAVINGS ......... + + + + « €4,530,055 (31.3.5) 
EMPLOYMENT. . . . . . 149,332 (Males 87,657 Females 61,675) 
EE ee | 
SI go ks oe se. . te ee 
RETAIL TURNOVER. . . £40,654,000 or approx. £427 per family 
PRINCIPAL INDUSTRIES. .. . . TEXTILES, ENGINEERING 


Need we elaborate? There is ample evidence here to show that 
Bradford is a rich ground to cultivate. 

Bradford has two daily papers. Between them they cover over 91%, 
of the homes in Bradford and spread out far beyond the city. No 
other media enter so many homes in this area, are so well 
received, or give a closer “‘contact’’ with potential customers 
because they are Bradford's own papers 


Jorkshire Observer 


MORNING, 31,648 


Telegraph x Argus 


HALL INGS, BRADFORD 
TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Ths best is 


definitely cheaper in 


oe, 


: Woman’s Journal 


What is the yardstick of advertising 
value’ Sales. . . advertisement rates... 
quality of readership? Kxamine 
WOMAN'S JOURNAL from all three 
aspects, You will agree that its value 
is impressive, 


Consider this point. Over a quarter of 
a million women spend half-a-crown 
each month on WOMAN'S JOURNAL, 
for it provides them with a month's 
good reading. You may be sure that 
every page is read — and that its advert 
ising receives the same unhurried 
interest. 


WOMAN'S JOURNAL has a type of 
readership that is unlike any other. Its 
sales are high, its rate, per page is low, 
It is used year after year by national 
advertisers of the highest standing 
the strongest evidence of its outstand- 
ing advertising value. 


HIGH SALES «§ LOW RATE 
SELECTIVE READERSHIP 


m 86 =6WOMANS JOURNAL 


CERTIFIED NET SALES 259,876 - PAGE RATE £400 


tue \. W. Burnett, 


tdlvertiaement Director, 


The Amalgamated Press Ltd., 


The Fleetway House, London, E.C.4, Central 8080 


Photographed at Ihehwns & Jone 
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FRIDAY, OCTOBER 28, 1955 
‘Put everything into 


ads,’ ISMA told Norman Moore to 


ADVICE FOR SMALL MANUFACTURER receive 1955 


DVERTISING to-day has more pulling power than pre- i 
war, A. C. Hazel, managing director of Hurseal Ltd., Mackintosh Medal 
told the Incorporated Sales Managers’ Association conference 
at the Dorchester on Wednesday. 
“Before the war one would 
have spent two-thirds of one's 


marketing allocation on salesman- Centenary dinner 
ship and one-third on advertis 


The award committee for 
the Mackintosh Medal has 
unanimously decided to make 
the award for 1955 to Norman November 22, at Grosvenor 


ing,” he said. “To-day the | The Local Government Chro- am = My vee = Se a othe Mackintosh Medal was 
reverse is true.” nicle will celebrate its centenary This annual award is made instituted in 1951 to mark the 
Current tendency was for the 0” Tuesday, when a dinner, at in recognition of “personal International Advertising Con 
public to buy branded articles ‘ended by the Lord Mayor of and public services on behalf ference held in London that 
more than ever, which added to London and local government of advertising irrespective of year and to commemorate the 
the difficulties of the small llicials, will be held at the business success, technical name of Lord Mackintosh 
manufacturer Park Lane Hotel. A special issue achievement or monetary president of the Conference. 
If he was to succeed, he must ©! the journal will be published donation.” Lord Mackintosh himself 
be prepared to put everything he ‘© ™orrow (Saturday), Messages The presentation to Mr. was the first recipient. In 
had into advertising. of congratulation have been re Moore will be made and the 1952 it was awarded to Sir 
One difficulty would be that ¢¢ived from the Queen, the Home citation published at the Miles Thomas; in 1953 to 
the large advertiser would get al! Secretary, and the Minister of annual dinner of the Adver- G. R. Pope; and in 1954 to 
the best spaces—“I have experi. Housing and Local Government tising Association om Tuesday, Hubert Oughton 
enced this autumn with certain 49d other Ministers. : j 


national newspapers, who have 
just not been able to take my 
advertising,” he said. 


AID may study toothpaste ad copy claims 


‘Use trade press’ 


The British Dental Association's But no definite action about the dentifrice is of considerable 
The small man’s advertising warning about current tooth BDA statement has been de value in the cleaning of the 
must be very carefully designed paste advertising copy in cided upon said an AA teeth and gums It does not 
In addition to popular press ad which “claims may lead people spokesman this week accept as proved on the 
vertising he must also use direct to believe that by using a par The BDA states that it has been evidence at present available 
mail and campaigns in trade ticular toothpaste they may for some time “concerned at any claim that a dentifrice can 
journals to get at the retailer. secure permanent immunity the trend of some current actively prevent dental disease, 
At the annual dinner at from tooth decay and dental toothpaste advertising.” otherwise than by virtue of its 
Claridges the previous evening, disease”—-may be referred to No immunity to decay can be function as a cleansing agent.” 
Sir Frederick Handley Page said the Advertising Association's ensured by the use of a certain Chairman of the AID is Leslie 
“When one considers the rate of advertisement investigation de toothpaste, claim the BDA Needham Its next meeting 
new development, | believe that partment. But it does recognise “that a is on Friday, November 11 


than anything else to-day.” 
ana + EVERY (Local Authority in Great Britain 
Riddell leaves 
consultant to the company. 


the function of sales and sales- ;~ - . 
@ See Stop Press on back 
EVERY Chiet Offi d 
Layton board " eee eee 
gunising teeotiordlapel Lagats COVERS A £1500,000,000 MARKET/ 


manship is almost more important 
p Pre .- EVERY week in EVERY department of 
Howard Riddell h $ d 
coma vest ™ MUNICIPAL JOURNAL 
Ltd. He will continue to act as 
Jast April. | 3, CLEMENT'S INN, LONDON W.C.2. Tel: Helborn 1827-4617-2447. "Grams: Munijourn|, Estrand, Lendon 
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NEW WORLD PR 
ORGANISATION 


Chief defines 
membership 


qualifications 


Only genuine public relations 
officers who are responsible for 
activities of “international signifi- 
cance” will be welcomed into the 
International Public Relations 
Association, its ot, T. Fife 
Clark, has stated. 

Addressing the Public Rela- 
tions Society of the Netherlands, 
he said that, in the same way, it 
was proposed to admit to 
membership, with representation 
on the council, only those 
national associations which had 
reached the requisite standard. 

This meant that PROs in 
countries where the national 
organisation had not yet been 
admitted to the = international 
organisation would have even 
more difficulty than PROs in 


other countries in getting 
membership, 

Among the objects of the Asso 
ciation were: to provide a 


channel for the exchange of ideas 
and professional experience; to 
help members needing advice 
and guidance; to foster higher 
standards of PR, further its 
practice, and seck solutions to 
problems affecting it in various 
countries, including status, codes 
of ethics, and qualifications to 
practice 

Mr. Clark said that the council 
had now opened its membership 
list and was sending an announce- 
ment in detail to the national 
organisations, 


Photographers meet 


Lex Hornsby, president of the 
Institute of Public Relations, will 
be one of the speakers at a con 
ference of industrial staff photo 

raphers which the Institute of 

ritish Photographers is to hold 
at Caxton Hall, London, next 
Monday and Tuesday 

Mr. Hornsby has invited mem 
bers of the IPR to help him pre 
pare his speech. He has sent a 
detailed questionnaire to a 
selected number of Institute mem 
bers asking for information on 
their use of photography in PR 
practice 


Posters will remove 


‘ . 

eyesore, say Council 

The planning committee of 
Inverness Town Council has 
agreed unanimously that the erec 
tion of a hoarding on Stephen's 
Brae would improve the vacant 
site there 

Bailie R. R. MacEwen said that 
the General Billposting Co. had 
submitted a plan outlining the 
scheme, and he thought that it 
would improve the open space, 
which was at present an eyesore 

The treasurer, W Mackay, 
added that to agree to the plan 
would be putting the site to its 
best use. 


Octoser 28, 1955 


President Clive Barwell (extreme right) addresses [AMA 


IPR will hear 


Everett Jones 


A. Everett Jones, managing 
director of Everetts Advertising 
Ltd. and chairman of the pub 
licity committee of the Advertis 
ing Association, will talk on “Do 
PROs and Advertising Agents 
Speak the Same Lasguage?” at a 


Annual meeting 
date fixed 


Annual general meeting of the 
Institute of Public Relations will 
be held on Friday, November 25. 
The agenda and the details of 
the venue will be announced 
later. 

The Institute's annual dinner 
will be at Grosvenor House, Park 
Lane, on Thursday, February 2. 

Next year’s IPR week-end 
conference will be from Friday, 
April 27, to Sunday, April 29, at 
the Grand Hotel, Cliftonville, 
Margate. 


luncheon meeting of the Institute 
of Public Relations at the 
Criterion Restaurant on Wednes 
day, November 9 

Sam Black, chairman of the 
IPR council, will be in the chair 

Documentary film producer 
Paul Rotha will speak on “TV 
and films for public relations” at 
an evening lecture of the Institute 
on Tuesday, November 15 at 
Management House 

Members of the Institute have 
also been invited to visit the 
P. & O. Steamship Company's 
vessel, s.s. Himalaya, on Thurs 
day, November 17, at Tilbury 
Docks 


NEW EDITOR 
4 

Sam Black, chairman of the 
council of the Institute of Public 
Relations, has relinquished the 
editorship of the — Institute's 
quarterly journal with effect from 
this month's issue 

le is succeeded as editor in 
this honorary appointment by 
Arthur Cain, of Voice and Vision 
td, a member of the Institute 

The journal has had two 
editors since its foundation in 
1948 by Warren Seymour M: 
Black became editor in 1952, and 
has been assisted since January 
this year by Miss Joyce Blow 
who continues in this capacity 


‘ wy; ~ 

CHRISTMAS 

‘ ropa 
CONTEST 

Monday is closing day for 
the ApvertTiser’s WEEKLY 
competition for contributions 
to the Annual Christmas 
Number 

Prizes of £10 10s.,, £5 5s 
and £3 3s. are offered for first, 
second and third entries judged 
best in each section, 

COPY ; A piece of copy for 
a new detergent written in the 
style of one of the following 
Damon Runyon, Haslam 
Mills, Samuel Pepys, Gertrude 
Stein, Rudyard Kipling 

ART WORK The most 
amusing illustration of one of 
the following phrases: Client 
relations, Consumer reaction, 
Facility visit, Class A reader- 
ship, Random sampling 

Entries should be addressed 
to The _ Editor, 180 «Fleet 
Street, London, E.C.4 


‘Practical Householder’ 


‘An outstanding 


success’ 


“A remarkable publishing suc 
cess” is how Stuart Mander 
advertisement director of George 
Newnes Ltd., describes the new 
do-it-yourself magazine, the 
Practical Householder, which is 
published by the Newnes Prac 
tical Group. It has reached an 
average net sale of over 400,000 
copies with two issues 

The demand for the magazine 
exceeded all expectations, says 
Mr. Mander 

“In spite of a greatly increased 
initial print order, all copies of 
the first issue were sold within a 
few hours of publication, The 
second issue repeated this success 
and a print order has been placed 
for the third issue which exceeds 
the average net sale of the first 
two.” 

He also claims “Practical 
Householder has scored an out 
standing success with advertisers 
The first issue of the magazine 
carried 36 pages of advertise 
ments including 104 display 
advertisers The demand for 
advertisement space has proved 
so great that a limited number of 
additional pages has been added.’ 

Advertisement rate for the 
magazine is £200 a page and pro 
rata 


members at the Mullard Electronics Display Centre 


[AMA ‘helps 
to equip ad 
managers’ 


For their first meeting of the 
season, members of the Incor 
porated Advertising Managers’ 
Association were entertained at 
a party given by Mullard Ltd. in 
their Electronics Display Centre 

In addition to the regular 
exhibits of the Centre, the guests 
saw a number of electronically 
controlled displays and exhib: 
tion pieces, including a miniature 
transmitter 

Welcoming the guests, Clive 
Barwell, LAMA president, and 
general publicity manager of 
Mullard Ltd., said that advertis 
ing Management was now recog 
nised as a Vital function in indus 
ry The advertising manager 
had an increasingly significant 
part to play in helping to formu 
late his company’s sales and 
public relations policies 

He paid special tribute to the 

recemt Incorporated Society of 
British Advertisers’ conference 
at Hastings, where leading 
advertisers stressed the import- 
ance of givine the advertising 
manager top management 
status 

Replying for the guests 
Gordon Hargrave, vice-president, 
said that the [AMA's work in 
providing facilities for advertis 
ing managers to meet and 
exchange ideas was not only 
raising their status in industry 
but also helping to qualify them 
for their growing responsibilities 


. . 

Visit to papers 
A party of 15 members, headed 
by J. H. White (Bendix Ltd.), 
chairman of the Midlands branch 
of the Incorporated Advertising 
Managers’ Association, toured 
the premises of the Birmingham 
Gazette, Evening Despatch, Sun 
day Mercury, Sports Argus and 

Sporting Buff last Saturday 


AA’s ‘Progress Report’ 


A booklet, called Progress 
Report, giving an account of the 
developments in the Advertising 
Association's activities, particu- 
larly in regard to public relations 
for advertising, since the publica 
tion of the Miles Thomas Report 
in April, 1953, has been sent to 
all AA members 
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Empire booked for Monte Carlo films 


The Pearl and Dean group of 
companies, founder member of 
International Screen Advertising 
Services, has arranged a London 
showing of the 17 prize-winning 
films at the recent International 
Advertising Film Festival in 
Monte Carlo. 

The winning films, chosen by 
the international jury as the best 
of 400 entries from all ovet the 
world, will be screened at the 
Empire, Leicester Square, at 


10.15 am. next Tuesday. The 
showing will last for an hour. 

The Empire has 2,778 seats. 
This makes certain, say Pearl & 
Dean, that all advertising men 
and women who wish to will be 
able to see the films. 

Invitations for the show have 
already been sent out. Those 
still requiring invitations should 
apply to Colin Laird, 33, Dover 
Street, London, W.1. 


You're only 40 winks 
from DUBLIN 


te 


Aer Lingus are to use 200 animated 
displays, designed and constructed 
by Leon Goodman Displays, tn 
travel agents’ windows throughout 
Britain for a winter campaign 

Units, in white, red and black, use 
the theme “Only 40 winks from 
Dublin—by — air.” They are 
powered by an “ Animotor’ which 
keeps the eyelid constantly 
winking 

Some units, with a revised slogan for 
London-bound traffic, are to be 


used in Trish travel agencies 


G. R. Pope opens 
CDC discussion 


A discussion on the Adver 
using Association and the club 
movement was opened at the 
Club Development Committee's 
meeting in Manchester last week 
end by G. R. Pope, chairman of 
the AA’s executive committee 

The meeting was held in Man 
chester at the invitation of the 
local Publicity Association, who 
entertained delegates to tea on 
Saturday 

On Saturday evening Kemsliey 
Newspapers Ltd. and the Man- 
chester Guardian and Evening 
News Ltd. were the hosts at a 
dinner presided over by E. A. 
Paessier, chairman of the Man 
chester Publicity Association 

Laurence P. Scott, president of 
the Manchester Publicity Asso 
ciation, proposed the toast to the 
Advertising Association The 
response was made by Norman 
Moore, president of the Adver 
tising Association 

The toast to “Our Hosts” was 
proposed by John Winford, 
chairman of the CD Donald 
Parry, assistant general manager 
of Kemsley Newspapers, re 
sponded 


Sales aid—beer 


A thousand dealers have been 
sent a “sales aid” by Picture Post 
for the Picture Post 3-D issues 
a bottle of beer with a “3-D 
Special Pale Ale” label 


SIX-MONTH 
LOSS BY 
‘MIRROR’ 


Interim unaudited accounts for 
the half-year ending August 31, 
1955, for Daily Mirror News- 
papers Ltd. show that the com- 
pany made a loss on trading 
during the six months. 

The loss is mainly attributed by 
the company to the newspaper 
strike and to increased costs 
arising at the time of the railway 
strike 

But income from investments 
for the half-year was higher than 
that for the corresponding period 
in 1954, and “trading operations 
are currently being conducted at 
a satisfactory profit level.” 

Ihe company has declared an 
interim dividend at the rate of 10 
per cent less Income Tax on the 
Ordinary and “A” Ordinary stock 
of the company in respect of the 
year ending February 29, 1956 

Although no loss was actually 
recorded during the six months 
ending August 31, 1955, by Sun 
day Pictorial Newspapers (1920) 
ltd, the company states that 
trading results for the half year 
were “substantially affected” by 
the loss of profits during the 
newspaper strike and the rise in 
costs following the rail strike 

An interim dividend at the rate 
of 124 per cent, less Income Tax 
is being paid on the Ordinary 
stock of the company in respect 
of the year ending February 29 
1956 


ADVERTISER'S WEEKLY 


FIRST OF A SERIES OF THREE 


AA publicity committee 
see careers film 


A preliminary showing of the coloured film strip “Advertising as 
a Career,” produced by W. 8S. Crawford Ltd. on behalf of the Adver- 
(ising Association, was given to an audience of members of the Asso- 


ciation’s publicity committee and 


cinema on Tuesday. 


It is to be succeeded by two 
other strips, “Advertising and the 
Worker ind “Advertising and 
the Shopping Basket 

Directed to boys and girls in 
schools, the film begins by ex 
plaining what an advertisement 
is, choosing as its first example 
a notice nailed to a church door, 
and proceeding to explain the 
whole function and structure of 
an advertising agency 


Campaign planned 

In a series of “stills” it shows 
in advertising manager discus 
ung his campaign with an 
sccount executive, and the latter 
in conference with his art direc 
tor market researchers and 
others, the preparation of the art 
work, and the finished press ad 
vertisement 

It also outlines the functions of 
the advertising manager and ad 
vertisement manager 

Finally, advice is given on the 
ways and means of getting into 
advertising 

At the screening, the slides 
were shown separately to re 
corded commentary and dialogue 
enabling the audience to make a 
number of suggestions and com 
ments 

The film was introduced by 
Lindley Abhbatt ft Crawford's 
who wrote the pt. It had been 
photographed by William J 
Pilkington on Kodachrome 


Paper to be sold 


G. & AN. Scott Lid. pro 
prietors of the Rochdale Observer 
and the Heywood Advertiser, ate 
to purchase the 
Guardian 


Middleton 


The Scottish textile stand at the 


British Trade Fair in Copenhagen 


Promoted by two Scottish firms, Munrospun and A. & J. Macnab, it was 
designed by Edinburgh advertising agency, J. G. McCallum & Co The 
site was 47 ft. long 


others at the agency's private 


Newsprint price 
up again? 


Another increase in the 
price of newsprint is fore- 
shadowed by the announce 
ment that two Canadian 
companies are to increase the 
price by five dollars (£1 15s.) 
a ton, 

Ir. P. Bishep, general man- 
ager of the Newsprint Supply 
Co., comments: “Assuming 
the other mills follow sult, we 
shall have to pay the increased 
price.” 


‘BETTER DAIRY 
SHOW ADS’ 


The British Farmers Union 
sold 346,000 advance tickets for 
the 69th Annual Dairy Show 
which opened at Olympia, 
London, on Tuesday, for four 
days This figure was 15,000 
more than ever before, and was 
the result of “better advertising 
and better publicity,” say the 
BEU 

The Show has been publicised 
in four languages 

Cecil D. Notley (Cecil D 
Notley Advertising, Lid.) won 
first prize in the young cow class 
at the Show with an entry from 
his farm at Buxted 


One-day courses 
for IPA students 


A one-day course on reproduc 
tion for intermediate students of 
the Institute of Practitioners in 
Advertising is being held at the 
IPA’s Belgrave Square head 
quarters in London to-morrow 
(Saturday). Directing staff will 
consist of Major C. W. Cousland 
as chairman, E. N. Burleton and 
HJ. Peters 

A second one-day course, on 
media, will be held on Saturday, 
November 26, and a third, on 
copy and layout, on Saturday, 
January 28 


. 
Aeme expansion 

Acme Showcard & Sign Co 
Ltd. already one of Europe's 
largest makers of display 
material, have added a complete 
new wing to their Enfield fac 
tory The new extension will 
bring the total production area 
up to 60,000 sq. ft. Increased 
production is expected to start 
early in the New Year 
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£7 million TV revenue estimated for first 


year in London 


‘ALL DONE BY FAITH, DETERMINATION’ 


In the first three weeks of commercial television from 
London, advertisers spent £400,000 in return for 700 adver- 
tisements which occupied 440 minutes of viewing. At that 
rate £7 million will be spent from London alone during the 
first year of operation of the new medium. 


£1,333 fee for 
first TV ad 


documentary 


The first advertising documen- 
tary film was screened on com- 
mercial tevision on Sunday by 
Associated TeleVision Ltd. It 
was called “Going Shopping with 
Elizabeth Allan at Harrods.” The 
20-minute film was produced by 
Advertising Features Ltd. 

The time was bought from 
ATV by Harrods at the special 
rate for advertising documen- 


Live Horlicks spot 


At 8 p.m. on Tuesday evening 
the first live TV commercial was 
transmitted. It was for Horlicks, 
with Stanley Maxted, head of the 
TV department of the J. Walter 
Thompson Co, Ltd., agents for 
Horlicks, as presenter. The spot 
lasted for 30 seconds. 


taries, and Harrods paid £1,333 
for the 20 minutes, in addition to 
the costs of filming. 

No brand names were men- 
tioned, the film consisting of a 
four of the store, showing 
women's fashions, men's cloth- 
ing, furniture and household 
gadgets 

The film was shown a few 
nights previously by Harrods at 
a cocktail party at the British 
Council Theatre, to a number of 
store chiefs and the press. The 
film was introduced by Harrods’ 
advertising manager, W. D. 
Hardie 

Mrs. Renee Palmer, director of 
Advertising Features, said this 
week that a number of other 
stores have approached the com- 
pany to make similar pro- 
grammes 

Advertising documentaries may 
be screened on commercial TV 
as long as the contractors are 
satisfied that the programme is 
interesting to viewers, and has 
entertainment value, 


Press women talk 
on labelling 


In a feature called “Women's 
Press Lunch,” women journalists 
took part in a discussion pn the 
labelling of textiles during last 
Thursday's “Morning Magazine” 
programme of Associated-Redif- 
fusion Ltd. 


These figures were given to a 
crowded luncheon meeting of the 
Publicity Club of Leeds by 
Robert Barr, TV executive of 
Charles F. Higham Ltd. 

He said that if the spending 
continued at the same rate, 
advertisers will spend on the 
London station alone about £7 
million in the first year 

“It has all been done as a 
matter of faith by the advertisers 
and determination by those who 
believe in commercial TV,” he 
said. 


No intrusion 


He spoke of the early days of 
IV at Alexandra Palace when he 
worked for the BBC television 
service, and went on to deal with 
the difficulties and the history of 
commercial TV. 

The resistance that had been 
expected to commercial TV had 
not materialised, and research 
had shown that, in fact, no one 
had seemed to find the com 
mercials any intrusion at all, 

“The advertisers feel that they 
won't get a return for their 
money just yet-—but they believe 
they are getting a new audience 
They are getting into homes, and 
there is no resistance,” 


Worth backing 


General feeling among the 
advertising agencies in London 
was that commercial TV was 
something worth -backing and 
encouraging. But it was admitted 
everyone had been in “ too much 
of a hurry”; the selling was not 
being done as well as it should, 

Mr. Barr said that a main prob- 
lem of the future will be the put- 


CHRISTMAS PUBLICATION 


The Newspaper Proprietors’ 
Association has announced that 
the London morning papers, with 
their Manchester editions, and 
the London evening papers will 
not be published on December 26 
and 27. Sunday papers will be 

blished as usual on Christmas 

y. 


ting out of a national net-worked 
programme. 

Asked if the whole of the TV 
advertising was not rather mili 
tating against Mr. Butler's 
“squeeze,” he said that that 
affected all advertising, including 
advertising in newspapers 

Chairman of the meeting was 
Wallace Diggle The vote of 
thanks was proposed by J. R 
Wayne (Gee Advertising Ltd). 


Harry Sheldon, art director, Leon Goodman Displays Lid., centre, christen- 
ing “George,” a “Travel by Coach” character he has created. ‘‘George”’ 
is stated to be very popular with coach travel agencies and to have done 
much to publicise the slogan ‘Away for the Day by Coach.” Also in the 
picture are A. H. Snoad and H. R. Shillcock, coach agency representatives. 


‘Family Favorites’ gift scheme 


to use TV spots 


Some 500,000 gifts packs are 
to be sent to hospitals in the 
Greater London area for mothers 
with newborn babies as part of a 
“Family Favorites’ Gift Pack 
Scheme, it was announced by 
John L. Rogers, a director of 
Family Favorites Ltd. on Mon- 
day. The scheme will be adver- 
tised on television. 

Describing the scheme as a 
“unique method of sales promo- 
tion by means of customer good- 
will,” he said that each mother 
will be presented with a gift 
pack containing five or six 
samples of baby products, or pro- 
ducts of special interest to 
mothers, together with a booklet 
describing the products and their 
uses, and a reply-paid postcard, 
with pencil, on which she will be 
asked to fill in the names and 
birthday of the child and her 
home address 

The booklet will not contain 
ordinary advertising. Under the 
scheme no one will be asked to 
buy anything. 

No names of advertisers par- 
ticipating in the scheme have yet 
beer announced. 

There will be follow-up packs 
in which firms participating in 
the initial pack will have the 
opportunity to include products. 
From the returned postcards a 
mailing list of children of known 
age and birthday will be built up. 
This will be available to firms 
participating in the scheme, 
should they wish to conduct their 
own market research 

“A baby powder or baby soap 
which is included in the gift 
pack is going to be quite 
definitely the first powder or the 
first soap used on the baby,” it 
is claimed, 

Responsible for the television 
organisation of “Family 
Favorites” is Radiovision (West- 
minster) Ltd. A series of spots, 
short documentaries and interview 
films are to be made. 


New area rep 
introduced 


Executives from the advertis- 
ing and distribution fields met at 
the Midland Hotel, Manchester, 
last week for a cocktail party 
given by the Investors’ Chronicle, 
to introduce their new northern 
area representative, John Nuttall 
The journal has opened a 
northern office at 75 Princess 
Street, Manchester, 2. 

Host for the evening was 
R. Allan, MP, managing director 
of the Investors’ Chronicle, who 
welcomed guests. Other mem- 
bers of the staff present included 
George Bullock, advertisement 
director ; R. Prentice, advertise 
ment manager ; L. F. Shapland, 
circulation manager; K. Stacey 
and Don Schofield. 


Designed by John Bainbridge, this 

sign in Coventry Street, Piccadilly, 

was carried out by London Signs 

and Illuminations, Lid., under the 

direction of —_— & Millington 
td. 
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More facilities for CPV 


staff to train overseas 


Greatly extended training facilities for the staff of Colman, Prentis 
& Varley Ltd., the appointment of an education officer and of a 
special category of directors, and the interchange of staff between 
home and overseas offices are among the developments announced 
by A. N. C. Varley, managing director of the agency which has just 


celebrated its 21st anniversary. 


Colonel Varley says that the company's billing has increased from 


£200,000 in 194 


to its present figure of £5,500,000. 


Of this some 


£2 million is represented by overseas business, originating from CPV's 
international activities, and does not take into account further local 


NTP TO JOIN SPINNERS IN 
1956 NYLON TRADE FAIR 


National Trade Press Litd., whose recent National Fabric Fair at 
the Albert Hall was attended by 21,400 members of the trade—1,500 
more than in 1954-—have been approached by British Nylon Spinners 
Ltd. to collaborate in a National Nylon Fair, which will be held on 


billings totalling about £1,500,000. 

Mr. Varley says: “It seems to 
me a most important task at pre- 
sent to develop the experience 
and confidence of people working 
in our offices and in other parts 
of the world. 

“Here in London you will have 
noticed that we have appointed 
a senior executive as the com- 
pany’s education officer to work 
with the Institute of Practitioners 
in advertising, and we propose to 
give very practical encourage- 
ment to the staff to take full 
advantage of the training and 
educational resources of the 
Institute. 


Continuous increase 


“We are increasing continu- 
ously the facilities for marketing 
training through the sales and 
marketing department. 

“We have every intention of 
continuing and extending as far 
as we possibly can the policy of 
interchange of staff between 
offices at home and overseas, and 
we are taking steps tg amend the 
company’s articles of association 
to allow for a special category of 
directors which we hope will give 
wider opportunities for manage- 
ment experience for the senior 
members of the staff.” 

Through its offices in London, 
Paris, Milan, New York, Toronto, 
and Caracas (Venezuela), and 
through its associate firms and 
CPV individuals, the agency is 
now running over 500 campaigns 
in 82 countries. 


CPV in Canada 


A new company, Colman 
Prentis & Varley (Canada) Ltd., 
has been formed by CPV in asso 
ciation with Vickers & Benson 
Ltd., of Canada. 

The head office of the new 
company is in the Keefer Build 
ing, Montreal. Another office has 
been established at 110 Church 
Street, Toronto. 


O'Donnell, Earl 
join ABC 


New members of the Audit 
Bureau of Advertisers are: 

Advertiser : P. J. Carroll & Co., 
Ltd 

Advertising Agent: O'Donnell, 
Ear! & Partners Ltd. 

Publications: J/rish Catholic, 
Irish Farmer's Journal, Spiritual 
Healer, Wandsworth Borough 
News. 


February 6 to 10, 1956. 

This will be the first of three 
National Trade Press fairs to be 
held in the Albert Hall next 
February, states V. G. Sherren, 
managing director of NTP. It 
will be followed by the Men's 
Trade Fair, February 13 to 17, 
and the Household § Textile's 
Fair, February 20 to 24. Col- 
laborating in a Fair is a new 
departure for NTP. They will 
promote the exhibition, and 
British Nylon Spinners will be 
responsible for the participation. 

The selling of the Pair will be 
done jointly, and the press side 
will be handled both by the 
British Nylon Spinners’ press 
office and by Harry Traynor, 
PRO of NTP. A feature of the 
Fair will be fashion parades, 
organised and presented by Mrs 
Frieda I, Sherren. 

“We regard these Fairs as 
three - dimensional advertising,” 
says Mr. Sherren. “They bring 
life to the advertisement pages of 
the trade press, and buyers on 
to the stands to meet the sellers. 
The general public is not ad- 
mitted, and the success of the 
Fairs and the excellent atten- 
dances are a measure of the 
influenee of the trade press 
within the trades they serve.” 

He emphasises that by running 
three consecutive Fairs, much 
money can be saved, and the cost 
to the exhibitor reduced. He also 
claims that at the Household 
Textiles Fair last year, the cost 
of the Fair was only 1} per cent 
of that of the business done on 
the stands—and an even smaller 
proportion of the total] business, 
most of which followed some 
weeks later 

Among the many favourable 
comments on the Fabrics Fair 
was the following, from an edi- 
torial in The Textile Weekly : 
“We would not be surprised to 
find the National Fabrics Fair 
has been the best thing the 
British textile industry has had 
for some years.” 

In line with the success of the 
Fair is that of Fashions and 
Fabrics, the November issue of 
which will have a record adver- 
tisement content of 153 pages. 


Simca, the French car company, 
have come to an arrangement with 
the French nationalised tobacco 
industry (Regie Nationale de Tabac) 
by which they have acquired the 
rights to advertise their cars on 
France's most popular brand of 
cigarettes “Gitanes,” 


Slotted steel angles were used by 
Don Earl Publicity Lid, when 
they were given only six hours to 
build the “shell” of this exhibition 
by the Luton, Dunstable & District 
Productivity Commitice In the 
event the Stonehouse Steel Equip 
ment Lid. provided a pre-cut set 
which enabled the Capa to be put 
up in three hours 


Lancs ISBA 
meetings 


Speakers and subjects at forth 
coming luncheon meetings of the 
Lancashire section, Incorporated 
Society of British Advertisers 
are: 

November 24, E. S. Janes, 
assistant general advertising man 
ager, Dunlop Rubber Co., Ltd, 
“Exhibitions y February 23 
Claude E. Wallis, chairman and 
managing director, Associated 
lliffe Press, Ltd., “Fifty years of 
technical advertising.” March 
29, Robert Martin, managing 
director, Bob Martin, Ltd., “An 
advertiser's early impressions of 
commercial television.” 

Held at the Engineers’ Club, 
Albert Square, Manchester, the 
meetings are open to non-mem 
bers of ISBA. 


IPA sponsor book on media 
selection principles 


The principles and practice of 
campaign planning are the sub- 
ject of The Selection of Advertis- 
ing Media, by J. W. Hobson, 
which Business Publications, Ltd., 
have published on behalf of the 
Institute of Practitioners in 
Advertising 

Mr. Hobson, who is a Fellow 
of the Institute, has marshalled 
his theme under three main head- 
ings. “Principles of Media Plan 
ning” considers the general back- 
ground and such factors as 
character and atmosphere, quan- 
tity and cost, and the main forms 
of readership research 

Part II reviews all the available 
media including the national and 
local press, magazines, outdoor, 
sereen, radio and television adver- 
tising, as well as merchandising, 
editorial publicity, and other 
channels. 

Finally, “Campaign Planning” 
considers the definition of the 
objective, basic principles in cam 
paign planning and other factors, 


and gives examples of a number 
of specific media problems 

In a foreword, Alan M. Wilkin 
son, president, IPA, states that 
the book, the first of an authori 
tative series covering the various 
branches of modern advertising 
practice, has been sponsored by 
the Institute to meet the needs 
of advertising practitioners and 
students of all ages 

He adds: “It is hoped that this 
book and those in the series of 
which it will become a part will 
take their place, not only in 
advertising departments and the 
personal libraries of advertising 
men and women, but also in 
public libraries, schools, univer- 
sities and wherever a true know 
ledge of advertising theory and 
practice may be needed” 

The Selection of Advertising 
Media is sturdily bound in light 
blue cloth It is obtainable only 
from Business Publications, Ltd, 
180 Fleet Street, E.C.4, price 15s 
post free (10s. 6d. post free to 
students) 
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Top changes at 


Greenwood’s 


Extensive changes are announced 
this week at James M. Greenwood 
Advertising Lid. Miss F. Thomas, 
who has been with the agency since 
its inception and a director since 
1943, becomes media director, “thus 
resuming the close contact with the 
press which she had for so many 
years a8 space buyer,” says the 
agency 

Bernard Hodgson, \ate of Inter 
national Textiles, who joined the 
Greenwood group of companies a 
year ago a8 managing director of 
Greenwood Developments Lid 
becomes, in addition, deputy man 
aging director of James M Green 
wood Advertising Lid. Christopher 
Hayes, aficr a year as sales manager 
of Greenwood Developments Ltd., 
is to be director and general man 
ager of James M. Greenwood 
Advertising Lid 

Rodney Graham Page has also 
been appointed to the board of 
James M. Greenwood Advertising 
Lid., and Miss Thomas, Mr. Hayes 
and Mr. Graham Page have been 
appointed directors of Greenwood 
Developments Lid 

hese changes are further stages 
in the development of the group 
which began last autumn. James 
M. Greenwood continues as chair 
man and managing director of 
Greenwood Advertising and = as 
chairman of Greenwood Develop 
ments Ltd. and Greenwood Proper 
ties Lid., but will be more free to 
carry out his political and local 
government work 

* * 

Richard Hale has joined Dolan 
Davis Whitcombe & Stewart as an 
accoumt executive A 45-year-old 
Londoner, Mr Hale has just 
returned from South Africa, where 
he worked in agencies and in indus 
try. Previously he was with Lambe 
& Robinson and Foote, Cone & 
Belding 

* * 

McCallum Advertising recently 
had to increase studio space at then 
new Edinburgh offices to accom 
modate a number of additions to 
the staff, They included artists 
James HH. Nicholson, formerly 
studio manager of Heslock Lid, 
and Robert A. Laidlaw, who joined 
MecCallum's from the local R and 
W Advertising. Mrs. Priscilla Dor- 
ward, who joined from Sommerville 
& Milne a year ago, has relinquished 
her artistic appointment for domes 
tic reasons 

- * * 

Lt-Col. Anna Frost has been 
appointed public relations chief for 
the Kuropean headquarters of the 
United States Air Force at Burton 
wood, Lancs 


Iwo new advertising appoint 
ments are announced by the Trader 
Publishing Co., Lid.—a subsidiary 
of Associated Iliffe Press 

John Lawton Goodwin, formerly 
assistant in the advertisement 
department of Wireless & Electrical 
Trader, has been given special 
responsibilities for contacting manu 
facturers in the electrical industry 
and has been appointed advertise 
ment manager (electrical) of Wire 
less & Electrical Trader and of 
British Engineering. 

L. Cooke, of the Trader Publish 
ing Co.'s Midland advertisement 
staff, has been appointed Midland 
advertisement manager of the two 
journals 

R. G. Mulvey and W. H. Bowers 
remain advertisement managers of 
Wireless & Electrical Trader and 
British Engineering respectively. 

7 * * 

W. Leonard Hill, founder and 
chairman of Leonard Hill Ltd., left 
for New York yesterday (Thursday) 
to study current trends in American 
industrial publishing and techno 
logical developments in the food 
chemical, agricultural, and other 
industries covered by his journals 

. * - 

Cc. D. Seott-Fisher has joined 
Erwoods Lid. as personal assistant 
to managing director L. T. Salts 
He has been publicity manager of 
the CWS and advertising manager 
of J. Wix & Sons Ltd. (Kensitas), 
and has worked in the advertising 
departments of Burroughs Well- 
come and Eno's. More recently he 
has had his own consultancy 


The circulation and 
managers of the Wolverhampton 
“Express & Star’ held their annual 


branch 


dinner last week During the 
evening they presented an engraved 
flask to Matcotm Graham, chairman 
and managing director of the Mid- 
land News Association Lid., and an 
inscribed writing case to Mrs. 
Graham. The presentations were 
made by HW. Green (centre), branch 
manager of the Walsall office. Mr 
and Mrs, Graham left for Australia 
on Saturday Mr. Graham is the 
leader of the United Kingdom 
delegation to the Commonwealth 
ress Conference 
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At the reception given by the Westminster Press Provincial Newspapers 
Lid. to launch the Birmingham “Evening Despatch’ market survey prepared 


by Research Services Lid. were U 


to vr.) Dr. Mark Abrams (managing 


director, Research Services Ltd.), Major G. Harrison (chairman, London 
Press Exchange Lid.) and W. B. Morrell (managing director, Birmingham 


Gazetie & Despatch Lid.). Behind Dr 


Abrams is B. Cooke (Unilever) 


Copies of the 6.30 edition of the paper were rushed by despatch rider to 
London in time for the re eption. 


V. G. Sherren is NTP 


° ° 
managing director 
P. H. Baker, director and general 

manager of the National Trade 

Press Lid.—a subsidiary of George 

Newnes Litd.—is joining the board 

of directors of the parent company 

1s business director He relin 
quishes his position of general 
manager of the National Trade 

Press, but retains his directorship 

of that company and its subsidiaries 
Mr. Baker has been succeeded at 

the National Trade Press by V. G. 

Sherren, who has been appointed 

managing director of the company 

and its subsidiary, Heywood & Co 

Ltd 
Mr. Baker has been with the 

Newnes-Pearson Group since 1933 

Mr. Sherren joined the National 

Trade Press in 1939 and for many 

years has been one of the adver 

tisement directors of the company 
becoming a member of the board in 

1950 

* * 


Miss Joy Billiatt has been ap 
pointed to the board of Scaioni's 
Studio Ltd 

7 7 7 

M. R. YV. (“Bob”) Whyte has 
joned C. B. McAllan (Engineers) 
Lid. as sales promotion manager 
where he will be engaged on sales 
promotion for McAllan’s hooded 
flame-gunning equipment, and for 
the launching of other products 
which are being planned M: 
Whyte was previously with the 
Arthur Knight Co., Ltd., and C. f 
Higham Ltd 

* * * 

Miss Barbara Woolfson has 
joined John Hobson & Partners Lid 
as assistant to W. A. Leutehford, 
manager of their media department 
She was previously with Niven D 
Hirst (Advertising) Lid 

- * * 

George Sutcliffe has been ap 
pointed advertisement manager of 
the Urmston- Stretford Telegraph 
group. Previously he sold space for 
the Daily Dispatch and Salford 
Reporter. Before entering the news 
paper world he was a PRO in 
Wardour Street 


Eric Faweett, who has been 
execylive producer of the J. Arthur 
Rank Screen Services live television 
unit since January this year, has 
arranged with the company to be 
released from his contract. No dat 
has yet been fixed 

* a * 

Erskine B. Childers has icsigned 
from the copy department of 
McConnell’s Advertising Service 
Ltd. He is to concentrate on jour 
nalism and broadcasting 

- 


. 

Kenneth Brown has = joined 
Milford-Astor Lid. as an account 
executive, Previously he was assis 
tant display manager with Peter 
Lord Ltd., retailing subsidiary of 
Clarks Shoes. Mr. Brown will be 
handling point-of-sale advertising 
for a group of clients 


Studio manager 


John Wilkinson, until recently a 
free-lance Manchester artist, has 
been appointed studio manager for 
Stowe & Bowden Ltd.'s Manchester 
office 

* 7 * 

After 10 years as Airwork's pub 
licity manager, Miss Ann Finnie 
(Mrs. Edward Moore) is retiring to 
devote more time to her family 
Miss Elisabeth de Stroumillo, who 
for the past 18 months has been 
assistant publicity manager, is 
taking over 

* * * 

Associated Nowspapers Ltd. have 
confirmed the appointment of J. W. 
Collins as circulation manager of 
the Daily Mail in Edinburgh 

7 * * 

T. A. H. Sycamore, managing 
director of Oxo Lid., leaves next 
Tuesday for a three-week visit to 
thew Canada and Boston offices 
He will be seeing his advertising 
agents in both countries, and is 
going to “have a good look at TV" 
while he is there 

* * * 

Horace Denham, of the /rish 
Press advertisement department, is 
spending a period in that news 
paper's London office as an adver 
tisement representative. 


More News About People on 
page 76 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE 
67,42 


TIMES GROUP 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 


69 Fleet Screet, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester, 4 


Tel. March 2368/9 


Tel. Fleet Sereet 9353 


Tel. Blackfriars 6987 
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rs. 
Chapman’s 
busy 

day 


RS. CHAPMAN is a housewife. Her 

husband runs a prosperous and expand- 
ing firm of builders’ merchants in a town not far from the 
Surrey-Hampshire border, ‘They live with their two small 
sons in a large house on a wooded slope a few miles out. 


Mrs. Chapman has plenty to do, even though she has her 
own small car in which to get around and a full-time man to 
look after the garden. The children want watching and there 
are the hundred and one chores that have to be done even in 
a modern labour-saving home. Besides, her husband is presi 
dent of the local ratepayers’ association, which means rather 
a lot of voluntary secretarial work for her in the evenings 


Phere was quite a stir in the village when she was chosen 
to represent Surrey in a national floral decoration contest, 
and a brand-new enthusiasm for ‘Sunday painting’ has 
aroused great interest among her colleagues in the Women's 
Institute. Yes, she is indeed a busy woman. 

Mrs. Chapman reads The Listener—chiefly for its reports 
of broadcasts on social problems, for the book reviews, and 
to keep in touch with the London art exhibitions; but she is 
always intrigued to discover how interested she becomes in 


The Li 


ADVERTISER'S WEEKLY 


LE , ‘\ 


Vif AVS 


an article about a loreign country, or some industrial topic 
Yet she is but one of thousands* who find that The Listener 
satisfies a need for stimulating and varied reading 


The Listener unique influence among 
well-informed people, who in their turn enjoy considerable 
local prestige. Advertisers who wish to appeal directly and 
economically to a selective market of people of influence and 
ill find no better medium than the advertise 
ment columns of The Listener 


W/ 


does have this 


discrimination w 


* Average Weekly Net Sales (ABC), Jan.-June 1955, 130,762 


—_> 
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Carries influence with influential people 


A BBO PUBLICATION 


ALL ENQUIRIES TO TOM HENN, HEAD OF ADVERTISEMENT DEFT... bi PUMLICATIONS, &% MARYLEBONE HIGH STRERT, LONDON, Wi 


3 a , eS 
; 
’ 
’ : . a wot ; 
Pee ¥ ’ é al a 
_— oe a + ‘a 
} , ¥ a : ~~ A . Ey 
. m 
i Ss 2 am 
: > : — 7 
§ 4G a 7 
> a i 
) ' yy wl” 
, J Y a 
? » 4 
x | 
| p | 
: / a 
ee ee 
‘s 
CSC ; ] 
7 
| | ‘3 
a. 
‘ :y ee 
| 7 
. 7 
wr a woe i 2 ee ae SS ie 


ADVERTISER'S WEEKLY 


COMMENT 


DEMAND FOR 
QUALITY 


In the pages following this there 
are published the views of 
advertisers, agents and their 
media department heads on 
the trends likely to be followed 
in the allocation and disburse- 
ment of advertising appropria- 
tions next year. 

The survey is remarkable for the 
divergence of views among top 
agency men on the shape of 
things to come in @ new era 
of newsprint freedom and 
commercial television. 

And this is a healthy thing, for 
it presages a phase of competi- 
tion among media from which 
the advertiser will benefit. 


Millions more 


Though there are differences of 
opinion on how the money will 
be spent, there is unanimity on 
one point: Millions more will 
be spent on adv in 
Britain in 1956. 

What will the advertisers get for 
their money? 

Media owners and the creators 
of advertising face a challenge. 
Their task will be to raise to 
new heights the quality, effec- 
tiveness and presentation of 
the sales message. Poor taste, 
shoddiness and ineptitude must 
be relected. 

No finer support could be given 
to the Advertising Association's 
campaign for advertising which 
is gaining great momentum 
through the clubs. 


MISLEADING 


Two Gas Boards took a one- 
minute spot on commercial 
television to advertise a new 
appliance. Now they contrast 
figures for enquiries from 
viewers numbered in tens with 
window display results by the 
hundred. 

This method of assessing pulling 
power is open to question. It 
is over - simplified research 
which ignores the motive of 
enquiry as well as considera- 
tion of what took the window 
shoppers to the showrooms— 
it might, after all, have been 
ccc they had seen on 

The secret of advertising success 
is repetition in a range of 
media. Single insertion tests 
are unfair to a medium «nd 
misleading to the advertiser. 


10 


Talking Points 
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20-year-old ad revives the question: 
Are the old ‘uns best? 


RE the old ads best? 
Some people certainly 
thought so at the beginning of 
this year when an ad created 
in its original form in 1938 
won the Layton Trophy as the 
best in Britain's letterpress. 

That cannot happen again as 
the rules have been changed. 

Meanwhile John Haddon & Co 
have been looking through a 
client’s guard book to find an ad 
they prepared 50 years ago. 

The result of their search was 
the appearance of the Player's 
Navy Cut display in a number of 
national and evening newspapers 
last Friday. It is a reproduction 
of the advertisement that ap- 
peared as a full page on the 100th 
anniversary of the Battle of 
Trafalgar fifty years ago. John 
Player & Son of Nottingham 
believe that in its restraint and 
dignity it was “one of the most 
outstanding advertisements of its 
time.” 

Haddon's lost their own file 
copies when records were 
destroyed by an incendiary bomb 
in the war Fortunately their 
clients were able to find in their 
guard book a slightly damaged 
full-page voucher proof from the 


Daily Mail, and the present 
advertisement was reproduced 
from this 

The sketch is so well drawn in 
a steel-engraving§ style that 
Haddon’s have been trying to 
find out something about the 
artist. His name was Cooke, 


but whether he was a staff man 
or a freelance cannot be dis- 
covered. 

Copywriters and artists at the 
agency this week were laughing 
at some other things brought to 


light by their search of the 
records. 
The famous cartoonist Phil 


May was on the staff at about 
the time the original Navy Cut 
ad was prepared, And it seems 
that he used to “park” his horse 
in Salisbury Square with the 
inevitable result: trouble from 
the police 

So at intervals in the cash-book 
there appears this entry: “To 
rescuing Mr. May's horse from 
the pound, Id.” 


AFTER THE BIG BOYS 

HERE was a time when some 

local newspapers liked to 
depend entirely on local adver- 
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Created SO years ago. 


lising--display as well as classi- 
fied 
Attitudes have changed, but 


not all are yet out after the big 
national spenders. If they accept 
the advice of the Newspaper 
Society, however, they soon will 
be 

A bulletin circulated by the 
Society’s information officer this 
week advises members: “This 
may be the moment when it is 
wise to give national advertising 
a little more than its due share 


TO-MORRO 


® Following changes in _ the 
organisation of a major cov 
metics firm, a big increase in 
advertising expenditure is 
planned. Point-of-sale material 
will receive special considera- 
tion. 
@ New caravan designs at the 
Motor Show herald record cam 
paigns for these vehicles next 
spring 
New challenge to the ceramics 
market will come from the 
Japanese. They are planning to 
enter western markets with 
low-priced dinner-ware in 
competition with British pro- 
ducts. 
A big marketing battle is brew 
ing between carpet and lino 
leum manufacturers, Carpet 
makers are planning extensive 
publicity to back a “by return 
cut-length” service from fac 


tory to stockist 


HEAD OFFICE: 
LONDON OFFICE 


of thought and care. It is 
certainly the moment when news- 
papers need all the revenues they 


can command—and need them 
to be secure and increasing.” 
To encourage provincial ad 


men the top 38 spenders of 1954 
are listed, with the query: “How 
many did your paper serve?” 


HOW MUCH! 


HAT should go on the 

fabrics label? Information 
about its properties, qualities and 
how it should be treated——or is 
the brand name enough” 

The Branded Textiles Group 
say one of the most satisfying 
forms of labelling any product is 
“the affixing of the maker's name 
or brand which ehables any user 
of the article to know who made 


it and who may be held 
responsible for its quality and 
performance . brand names are 
now widely accompanied by 
specific guarantees given by 
manufacturers.” 

They are not taking any 


chances on lagging behind public 
opinion in this matter, however, 
and leading national bodies of 
consumers-—particularly women's 
organisations—-have been told 
that the Group are only too will 
ing to consult on ways and 
means of giving purchasers full 
information about products 

If they knock on the neares! 
front door and ask Mrs. Jones 
what she wants on the label they 
will probably be told: The price 


Ww°’s TOPICS 


@ Motor Show question: Will 
the Ferguson “people's car” be 
on show next year? The 


speculation follows reports of 
the offer of a site in Northern 
Ireland for a factory. 


@ More vigorous publicity and 
branding are expected to be 
used to counteract a dip in 
Co-operative Wholesale Society 
sales in the first half of the 
year. 


@ New self - service attraction 
being planned is a cook-while 
you-shop service for customers 
buying poultry and wanting to 
take it home ready to eat 


©” Bigger and better” competi- 
tions are being planned by some 
national newspapers, and the 
generally accepted £1,000 top 
prize restriction is likely to be 
considerably exceeded. 


ROUND TABLE 


Covere one of Britains 
beet 


marke€? 


GUILDFORD. Telephone $252 
143 Pleet Street. Telephone FLE 6692 
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Another cigarette ? 


How many have they smoked today ? 


Five....ten.... twenty? 

In Great Britain in 1954 

£855 000,000 was spent on tobacco (National 
Income and Expenditure Report 1955). 


37°, of all smokers read the Daily Mirror (1.1.P.A. National 
Readership Survey). 


The figures show what a tremendous section of the 
mass market is covered by the Daily Mirror which has 
a daily sale of more than 4} million. A large percent- 
age of its readers belongs to the up-and-coming younger 
generation whose purchasing power is ever on the 
increase. With a particularly economical space rate, 
the Daily Mirror is the world’s greatest mass market 


medium. iS sale on earth 


LoS het aS Le 


biggest daily 
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BUDGETS SOAR FOR 1956 


Average 10% increase for 
consumer goods is forecast 


NO MEDIUM LIKELY TO LOSE GROUND 


TO COMMERCIAL TELEVISION 
ge clear fact emerges from a publicity spending survey 
conducted by “Advertiser’s Weekly” among selected 
advertisers, agency chiefs and heads of media departments 


during the past month : 


THE TREND OF APPROPRIATIONS FOR 1956 
IS SHARPLY UP— AND NO MEDIUM IS LIKELY 


TO LOSE GROUND AS 
OF 


INTRODUCTION 
VISION. 


A RESULT OF 
COMMERCIAL 


THE 
TELE- 


Returns from advertisers indicate an average of about 
10 per cent extra spending for a wide range of consumer goods 


next year. 


One advertiser is boosting his appropriation by 


32 per cent ; numbers by approximately 15 per cent. 


The picture presented by 
established advertisers is one of 
increasing activity in most media, 
with the confident anticipation of 
even better business ahead 
despite the prophecies of diffi- 


culties stemming from the 
adverse balance of trade. 
A shirtmaker will spend an 


extra 10°per cent on publicity, 
but there are no plans to use TV. 
Sunday newspapers and screen 


Agencies to boost 


themselves more 


The director of a London 
agency states: 

“I should think that there will 
be more promotion work in the 
coming year by advertising 
agencies for advertising agencies.” 


advertising will benefit. One 
minute films are to be shown in 
1,000 cinemas. Slightly less 
space will be taken in national 
ailies 

Building societies plan few 
changes, and no appreciable 
increase in spending is indicated 

Appropriations for manufac- 
tured foods are on the upgrade 
One big concern is adding 15 
per cent to its budget with the 
determination to use more and 
more colour. Women's periodicals 


will benefit most-—if they can 
offer the space. After that 
national dailies and London 


evenings will get an extra share. 

The manufacturers of a tonic 
wine have very ambitious plans 
and an appropriation nearly one- 
third bigger than that for 1954. 
Despite the addition of radio and 
television to the schedule, all 
press media will be more exten- 
sively used—as will point-of-sale 
advertising. 


Food beverages are also going 
to be more widely and more 
frequently advertised. One 
famous maker has boosted his 
appropriation by 13 per cent. 
This will more than cover the 
cost of commercial TV, to which 
seven per cent of the total budget 
will be devoted 


Twenty-two per cent more will 
be spent on a deodorant—and 
there are no plans yet to use TV 
for this product 

Spending on meat products wil! 
be up, too, Five per cent is the 
increase decided upon by the 
leading advertisers, In addition, 
a special sum has been set aside 
for the experimental use of TV 

There will be bigger budgets 
for some ranges of shoes, rubber 
soles and heels. Television will 
be used, and in most cases the 
cost of this will come from the 
appropriation—but again estab 
lished media will not suffer 

In the no-change category are 
paints, petrol and oll, and some 
soaps, dentifrices and shaving 
preparations. 

One of the biggest oil concerns 
plans slight reductions in press 
and outdoor advertising to cover 
a 10 per cent allocation for TV 

A toilet preparations giant 
allocates six per cent for TV 
Radio and, to some extent, films 
will suffer 

In the office equipment ficid 
there will be greater emphasis on 
the use of the trade press. And 
when appropriations are not 
increased the move will be at the 
expense of the national press and 
periodicals 

As far as the provincial press 
is concerned, the indications from 
advertisers are that they will con- 
tinue to use it at least as exten- 
sively as in 1954. 


The ‘biggest spending’ 
products 


On what kinds of product or 
service is most of the extra 
money likely to be spent next 
year ? 

Advertisers and agents list 
the following 

Furnishings 

Household equipment 

Basic foodstuffs 

Drugs 

Holidays and travel 

Clothing 

Footwear 

lce cream 

Hot beverages 

Biscuits 

* No advertiser or agent has 
reported an intention to bpend 
less in 1956, 


JESSE SCOTT SAYS— 


‘Much bigger 


year ahead 


advertising’ 


A much bigger year for advertis- 
ing in 1956 than this year is 
forecast by Jesse Scott, chair- 
man and founder, Legion Pub- 
lishing Co. Ltd., publishers of 
the “Statistical Review of Press 
Advertising.” 

Why is he so confident? He says: 

First of all, there is a booming 
economy. According to the 
October issue of the United 
Nations’ Monthly Bulletin of 
Statistics, there was greater 
production in the first half of 
this year than in the whole of 
1938. Industrial production in 
Western Europe reached its 
highest point. 

Press advertising rose steadily 
during the year, and next year 
there should be more news- 
print. 

At the same time a great new 
factor has entered the field— 
commercial television. Esti- 
mates of what expenditure on 
this new medium will be next 
year can be only very tenta- 
tive. But the amount spent on 


ry " ~ a 

ON-THE-SPO' 
EXPORT 

ma] T sv ‘ ‘ 

ENTERPRISE 

When anticipating the extent of 
export advertising, considera- 
tion must be given to on-the- 
spot activities not directed 
from Britain. 

An overseas expert states : 

“In my experience, relatively 
little export advertising is con- 
trolled from this country. Ex- 
porting companies normally 
allow their local selling agents 
and subsidiaries to handle it. 

“It therefore follows, quite rightly, 
that the choice of media will 
depend on developments with- 
in each foreign market. 

“In spite of all efforts since the 
war Britain has not been suc- 
cessful in developing exporta- 
tion of consumer goods in the 
categories where advertising 
normally plays a major part. 
If this analysis is right increase 
of advertising will be in tech- 


nical, trade and business pub 
lications.” 


dts 


"5 


TY time during its first nine 
days appears to have been just 
over £205,000. Add a third 
more for production cost and 
you get £300,000 for nine days. 

This gives £1,000,000 for a month 
—and that is for only two com- 
panies operating on partial 
time. When they are on full 
time in the provinces and when 
Granada comes in, expenditure 
may amount to something like 
£3,000,000 a month or perhaps 
£30,000,000 a year. 

It is true of course that some of 
the money for TV may come 
from other classes of media— 
but only some of it. 

Now for the other side of the 
picture. Government advertis- 
ing is being cut. The Butler 
squeeze may help to reduce ad- 
vertising on hire purchase and 
on many kinds of goods includ- 
ing motor cars. In view of the 
credit squeeze, advertising may 
tend to be greater for essentials 


for 
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ADVERTISING PORTRAIT G ALLERY—AN OCCASIONAL SERIE 


Harold Lee 


PRESS MANAGER 


LAMBE & ROBINSON LIMITED 


Harold Lee was formerly with Rumble 

Crowther & Nicholas Limited and Linta 

Limited. His hobbies are cricket and golf 

gardening (roses a speciality), and thi 
study of the British Railway syste) 

Below he gives his personal views on 

the value of the Provincial Press 


**— FIND THAT A CAMPAIGN which includes the 


and with @ minimum of waste circulation. Kemaley 


Provincial Press is one of the most interesting to plan Newspapers are to be congratulated on supplying so 
A good knowledge of the geography of the U.K. is much information about the distribution of their 
necessary in the selection of provincia] papers, and | publication the i of their North of England sur 


have been helped in the acqui ition of this both by 
dealing in my first years in advertising with man: 
campaigns which made extensive use of both provincia] 


vey sela very high standard 


Whatever the trend of appropriations in the future, 


there can be no doult that the regional preas, Scottish é 
dailies and county weeklies ind also by the pursuance National. local da r weekly, will often warrant the 
of one of my hobbies allocation of a nificant part of the advertising 


I have always been impressed by the intensive cove 
urge these papers give in thei: vn areas, and by the 


appropriation 


timulating effect, both ps chological and practica 

that their use has on local dealers and retailers, Ir Over the year Ma lee has bought space for a waren 

many cases, provincials are the only possible media fi number of accounts in Kemsley provincial newspaper 
ering areas toa legree often approaching saturation throughout Engla otland and Wales 


KEMSLEY NEWSPAPERS 


HEFPPIELD GLASGO¥ ABERDEEN CARDIFF 


Mi E-b Gu 


BLACKBURN POCKPORT MACCLESFIELD 
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APPROPRIATIONS TRENDS SURVEY 


Agency chiefs give pre-view of spending 
pattern in TV era 


‘Enough extra money for all’ 


T HE thinking of agency chiefs in London and the provinces 
is still dominated by commercial television. This is 


revealed in their forecasts of a 
Second major influence on t 


—— trends next year. 


eir thinking and planning is 


the hope of newsprint freedom. 
The concensus of opinion is that in 1956 commercial TV 


will still be treated as an experimental medium. 


And more 


than enough extra money will be provided by advertisers to 
pay for TV and more expansive use of the other media. 
These quotations from agency directors tell the story : 


WHO WILL LOSE 
TO TELEVISION? 


What other media will lose 
to television? Television adver- 
tising in London is running at the 
rate of about £7,000,000. Let us 
say that when Birmingham and 
Manchester come in the rate will 
be something like £15,000,000 a 
year The increase in total 
spending on advertising will cer- 
tainly be in excess of this. 

On the whole most people have 
treated television at this stage as 
an investment which will gain a 
foothold but not produce great 
sales immediately. Many leading 
advertisers have actually treated 
it as outside their normal budgets. 
On balance, therefore, | do not 
think that the impact of tele- 
vision itself on other media is 
likely to be very noticeable 

At the same time we have 
greater facilities recently for 
spending in the press and buying 
the space we want in the leading 
media. This, combined with the 
arrival of television, may well 
have some effect on the fringe 
media of rather less value, 
especially in the magazine field. 

I get the impression also that 
commercial radio may be suffer- 
ing a little and possibly to some 
extent the cinema medium 
although it is still fully booked. 
On balance, therefore, I do not 
think there will be any major 
impact from television itself or, 
indeed, from the increased avail- 
ability of newspaper media in 
1956 

My impression is that the in- 
creased total spending will absorb 
all these additional facilities 
without more than a minor fringe 
of loss among the least valuable 
secondary media, The percentage 
devoted to TV will naturally 
vary from product to product. 1 
get the impression that something 
like 10 per cent to 15 per cent is 
the level of television participa- 
tion in typical mass budgets. 


THREAT TO THE 
WEAKER MEDIA 
Something like 10 per cent to 
124 per cent of the larger 
agencies’ total appropriations will 
be going into television during 


the next few months. But, of 
course, this average conceals a 
very wide variation among indi- 
dividual advertisers. 

At the moment participation in 
television is largely an act of 
faith and long-term investment 
rather than a normal economic 
purchase. The testing time will 
clearly come during the course of 
the next year—-possibly in the 
spring and early summer. 

If ITA audiences are showing 
rapid expansion, television appro- 
priations will not only be well 
maintained but will leap upwards 
as new stations are opened. If, 
on the other hand, audiences lag. 
one must face the possibility of 
advertisers going a little cold on 
the proposition in view of the 
very high unit costs involved in 
every television appearance. 

So far it is our opinion that 


most substantial television adver- 
tising is being carried | or 
mainly on additional budgets. 
This obviously cannot continue 
indefinitely unless the additional 
expenditure results in additional 
business It can hardly do so 
early in 1956, so I would expect 
television to cut to some extent 
into other media. 

1 do not feel able to say 
whether cinema, press or posters 
will be the most affected: one can 
only assume that the weakest 
media in each field will be the 
first to be lopped. 


BUDGETS UP 
10 PER CENT 


The general trend will be up 
by about 10 per cent 

TV is certain to be a big factor, 
and depending on the product TV 
appropriations are liable to be as 
high as 30 per cent, which is more 
than the projected increase in 
total appropriation 


DEMAND GREATER 
THAN SPACE 


Credit restrictions will tend 
towards a return of caution and 
restraint’ on the part of many 
advertisers. At the same time, 
those firms which have made con- 
siderably increased sales in 1955 
are likely to reinvest in 1956. 

The general totals of expendi- 
ture will be about the same, and 
although circulations of both 
newspapers and periodicals may 


be affected by increased prices to 
the readers, I still feel that the 
advertising demand will be 
greater than the space available, 
particularly in the national news- 
papers and in the periodicals with 
large national circulations 

As far as television is con- 
cerned, I think it unlikely that ex 
penditure will increase until the 
advertiser is satisfied about costs 


in relation to the viewing 
audience. 
EXPERIMENTAL 


In most cases appropriations 
have been increased. In no case 
has any substantial allocation 
been made to TV and the only 
money being spent on TV by our 
clients is on an experimental 
basis. Such money, however, is 
additional to the ordinary appro- 
priation. 


TASK TO GET 
NEW CLIENTS 


There is a tremendous building 
job to be done by advertising for 
the vast number of companies in 
this country who do little or no 
advertising. It seems to be the 
right time now to pursue this 
development 

The remarkable thing in looking 
at figures for national advertising 
expenditure, especially that placed 
through advertising agencies, is to 
see what a small proportion of 
the total is allocated to media 


@ Continued on page 16 


| Stepping up of export effort, BUT— 


[F the advertising agencies 
have their way, the export 
marketing effort will be 
stepped up sharply next year. 

As the managing director of one 
large agency puts it, “if adver- 
tisers do not make a greater over- 
seas effort in 1956, I cannot see 
that our economy can prosper or, 
indeed, continue.” 

BUT and there is a consider 
able but—-not everyone is pre- 
paring to take the export drive 
as seriously as he should. 

An agency director says: “I do 
not believe that either commerce, 
or its associate advertising, have 
clear conseiences as far as export 
trade is concerned. Advertising 
is particularly vulnerable because 
there is wholly inadequate under 
standing of the problems of 
marketing and merchandising 
abroad. Far too much advertis- 
ing overseas is handed over to 
local selling agents who do not 
always get the best advice or, 
worse still, get advice which is 
no more than a translation of 
advertising designed for the home 
market—and not always good 
translation at that.” 


These allegations are supported 
by statements from two other 
executives. 

@ We have no indication at all 
of any extra effort in the over- 
seas field. The whole concen- 
tration is on the home market. 

@ it is a sad truth that manufac- 
turers are not interested in the 
complexities of export adver- 
tising while they can sell their 
products more easily at home. 
Of course, it must always be 

borne in mind that many manu 

facturers have special arrange- 
ments for marketing overseas 
which are not known in detail to 
advertising men in this country. 

There is evidence of determina- 
tion to sell harder in both the 
hard and soft currency areas, 
however, as the following quotes 
indicate 

@1 think there will be con- 
siderable increases in expen- 
diture in the European and 
Commonwealth countries and 
also in the dollar markets. 

@ We believe that both agencies 
and advertisers are going to 
have to make a much greater 
overseas effort in 1956. 


® Agencies will have to pay a 
great deal more attention to 
the use to which their clients’ 
overseas budgets are to be 
put. Fresh thinking is neces- 
sary in many overseas fields. 

There is the optimism. But 
the fears are expressed in these 
words: “There will obviously be 
willingness on the part of adver- 
tisers to look again at the export 
market in the light of the need 
for increased exports; but, 
frankly, I have not found any 
great readiness among the big 
consumer advertisers in this 
country to divert effort from the 
more profitable home market to 
the much more difficult and com- 
petitive export operations § in 
countries where they do not fully 
understand the local marketing 
or characteristics.” 

General indications are that the 
bulk of increased activity in 
export fields will come in the 
heavy engineering industries. 

And what does that spell ? 

Greater use by advertisers of 
technical journals with proved 
export influence. 
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Introduce the name 


Torrviy 
| Erxsote 


Get it known 


POSTERS COMPLETE THE CAMPAIGN 
3 Eee 
WITH REPETITION IN COLOUR 


SAUTGH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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APPROPRIATIONS 


16 Octoper 28 


TRENDS SURVEY 
Ten leading media men give pointers 
to 1956 billing 


ESTABLISHED MEDIA TO STAND FIRM: 
TELEVISION THREAT TO MARGINALS 


1955 


Return of the space buyer’s market 


The head of the media depart 
ment of a London agency states 
The release of newsprint is 


buyer's market again, because 
it will obviously be necessary 
to sell more space if bigger 


Ten leading media men in agencies of varying size and 
character were asked to say where the ads will be placed 
next year. This is a summary of their comments: 


BOOST FOR SCREEN 
ADVERTISING 


lt 1 anticipated that tele 
vision will make little or no 
serious inroads into appropria- 


tions during 1956, although there 
will be a degree of readjustment 
in certain classifications of adver 
tisers. 

Should there be larger news 
papers, then no doubt the 
national press (including leading 
magazines) would absorb more of 
the advertisers’ money, and the 
situation may well be serious for 
marginal media. Just how serious 
depends on the amount of im- 


provement in the more basic 
media, 
Screen adv may well 


receive a boost as a result of TV, 
as more and more advertisers 
see on TY, and realise the effect 
of, “moving” advertising. 

In short, bigger newspapers and 
the resulting easement will make 
for more accurate scheduling and 
better value per £ spent. 


DIRECT MAIL WILL COME 


TO FORE 
APPROPRIATIONS ARE being 
stepped up somewhat, mainly 


to cover TV advertising. It is 
possible, however, that some of 
the money for TV may come 
from existing media, but not 
much. If it does, it will come 
from the provincial press and 
some of the small consume: 
magazines (not trade and 
technical). 

I do not expect much increase 
in point-of-sale, though where it 
is used it may be slanted to TV 
when necessary, We shall also 
use more cinema advertising. In 
one campaign where we are 
using cinema advertising we are 
trying to arrange for it to be 
weightier outside the immediate 
TV areas. I don't expect much 
change cither in poster advertis 
ing or in export advertising 

There will be a tendency for 
direct mail to come more to the 


FOR Ali 
SALES - AIDS 
wiTnH 


SEAaVICE 
ALL AREAS 


MARKSMAN 


ERNEST MARKS PUBLICITY LTD. HAMILTON ROAD, MANCHESTER 33. | | 


fore. We find that it makes a 
bigger impact and gets a bigger 
response where a specific audience 
is being ahiveuad, 


PROVINCIALS FIRM 


It LOOKS as if our billing next 
year will be very much the same 
as this. Commercial TV may 
account for a little extra expendi 
ture, but not much; and the 
money for this will probably 
come from cutting down on some 
of the consumer magazines. 

Provincial newspaper advertis- 
ing is likely to remain unchanged. 
because much of it is connected 
with dealer hook-ups. 


POINT-OF-SALE WILL 
GAIN GROUND 


AS FAR as press advertising is 
concerned, I think the pattern 
will be very much the same, 
bearing in mind that there should 
be freedom in the national press 
I now find that, generally speak 
ing, I can get all the space I want 

Export advertising will increase 
in certain fields, particularly 
textiles. 

As regards TV, my impression 
is that this will be extra money, 
and not taken from any other 
medium, though it is possible 
that the London evening papers 
may suffer as a rival medium 
Point-of-sale, on the other hand, 
will probably gain 


MORE FOR EXPORT 
PUBLICITY 


There wit undoubtedly be 
increases in appropriations, | 
don't think commercial television 
will affect the general picture 
very much next year, though it 
may the year after. 

I estimate that total expendi 
ture on TV will be about 
£17,000,000, But expenditure on 
advertising as a whole will go up 
by £30,000,000——so there is no 
need for other media to be 
affected. I don't think commer 


@ Continued on page 70 


POINT of SALE 
ADVERTISING 


likely to force upon the national 
press a defensive battle to main 
tain circulations Bigger news 
papers will largely curtail the 
current habit of buying two or 
three at a time, and unless the 
publishers come to some agree 
ment amongst themselves, bigger 
newspapers are bound to be a 
factor in the struggle for circula 
tion 
It is a vicious circle which 
will probably result in a 


papers are to pay. This situ 
ation, as I see it, will dominate 
the 1956 appropriations trend 
more than the advent of ITV. 
It seems likely that commercial! 
[V and larger newspapers will 
between them absorb the lion's 
share of the 20 per cent or so 
anticipated increase in budgets 
perhaps only leaving enough to 


meet rate increases for other 
media and little for additional! 
space 


@ Continued from page 14 


Agency chief 
accepting higher 


other than press. In this respect 
greater attention must be given 
especially by advertising agencies 
to serving the needs of their 
clients in all spheres of advertis 
ing and marketing 

Newspapers have nothing to 
fear, local or national. The press 
is the strongest medium. 


HIGHER RATES 
ACCEPTED 


We are finding generally speak 
ing that clients are accepting In 
creases in rates but are main 
taining the amount of advertising 
they are doing. This means that 
we expect increased turnover in 
1956 


PRESS WILL BENEFIT 


Incréased appropriations wi!! 
not affect commercial TV as 


much as some think. Press ad- 
vertising will be the medium 
likely to benefit most. From a 


hard-hearted, business point of 
view, it still remains most attrac- 
tive. 


COST PER 1,000 


Next year’s ad expenditure in 
crease will more than cover the 
cost of the additional medium. If 
more newsprint becomes avail 
ible I would expect the leading 

and only the leading-—-daily 
and Sunday newspapers to benefit 


SERVICE 


Clients 


rates 


disproportionately over other 
media, In short, a continuation 
of the pressure for more readers 
for the lowest cost per thousand 

It is just conceivable that tele 


says: 


vision experience may reawaken 
in some advertisers interest in 
cinema publicity 


ADDITIONAL FUNDS 


There is undoubtedly a_ ten 
dency on the part of advertisers 
to think in terms of larger appro 
priations next year 

Advertisers are not committing 
themselves very far ahead for ex- 
penditure on commercial TV 
They regard it as an experi 
mental medium, and they will not 
be willing to reduce appropria 
tions in other media in order to 
pay for it. This means inevitably 
that the TV appropriation will 
have to be found from additional 
funds, even next year 


FULL ORDER 
BOOKS 


So much depends on the news 


print position; most established 
media have already full order 
books. If magazines continue to 
idopt a make-up which lumps 


together page after page of adver 
tisements, they may begin to lose 
out to newspapers and those 
periodicals which seek to com 
bine easy readership of the edi 
torial pages, with a fair break 
down of advertising content 
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|he key fo successtti! 
advertising is the 

/ocal newsoagper. . . . 
There is nothing like 
the local newspaper to 
create and increase 
sales! 
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EVENING NEWSPAPERS Hell Daily Mail Grimsby Evening Telegraph Lincolashire Eche i Sentinel: Sloke I erh ver 


re cho vening , rent + & 
Leicester Evening Mail Bristol tvening World South Wales Evening Post: Swansea The Citizen: Gloucester Chowcester « Koha: ¢ 


WEEKLY NEWSPAPERS. Yorkshire & Lincolnshire Times: Hull Grimsby Saturday [Telegraph Staffordshire Weekly Sentinel: Stoke-on-Trent Herald of 
Wales: Swansea Gloucester Journal Cheltenham Chronicle . 


R. W. PEMNEY, ddvertisement Director, 16% QUBEBN VICTORIA STREET LONDON, F.C .4 FLPet Street 6009 
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This new and vital journal, packed with facts and illustrations, é 
42 has proved an immediate success with thousands of ‘Do-it- iy 
/ Yourself’ enthusiasts. The PRACTICAL HOUSEHOLDER 


t 
‘AVERAGE NET SALE OF THE 


ESS oe Goes ea 


A limited number of additional pages are available 
to advertisers commencing with the February issue 
on sale January 6th. Copy required by November 22nd. 
Advertisement rate £200 a page. 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, 
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undoubtedly has a great future in this important market. 
Advertisers are reporting enthusiastically on exceptional 
results. AND THE SALES CONTINUE TO CLIMB! 


s FIRST TWO ISSUES EXCEEDED 


At the present economic rate there is no doubt that 
The PRACTICAL HOUSEHOLDER will continue to 
pull outstanding results at a very low cost for all 
products appealing to ‘DO-IT-YOURSELF’ enthusiasts. 


TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2. TEMPLE BAR 4363 (40 lines) Pst 
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Commercial Spotlight 


20 


Octoper 28, 1955 


A glamorous production that will 
do a powertul selling job 


| El us open this review 
4 with «a small paean of 
praise for Max Factor’s com 
mercial television film for 
“Creme Pull.” 


I do not think there is any 
need to discuss what section of 
the television audience this mes 
sage is designed to impress. It 
must be obvious to any adver 
ising man [he message is 
simple Use “Creme Pulf” and 
you will be more glamorous! 
Identification of the product with 
the idea of glamour is achieved 
immediately 

A very lovely looking girl 
dances across the sereen to the 
accompaniment ol romantic 
waltzy music. She wears a simple 
yet effective, white ballroom 
dress that does not shout Dior 
at you. The background has all 
the ear marks of a Hollywood 
set White pillars, secluded 


patio-and a starlit night. Alto 
gether, the dream invage of a 
large percentage of the poten 
tial buyers of this product 
There follows a rather clever 
endorsement” gimmick by Max 
Factor, which virtually guarantees 
that if you use “Creme Puff,” you 
will be as glamorous as the girl 
on the balcony 
We fade out as she is swept 
into the arms of her handsome 
boy friend and they dance off 
together 
I tike§ this commercial 
because I think it will do the 
job it set out to do—sell Mr. 
Factor’s “Creme Puff.” From 
experience one knows that 
there was a good deal more 
thought and work put into it 
than meets the eye. It could 
so easily have been bad and 
have limped along, causing 
audience embarrassment—tike 
so many of the other commer- 
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cials one has seen in the last 
four weeks. 


Instead of which, it is slick 
It looks as smooth as a Holly 
wood musical Production-wise 
the lighting and camera work are 
about the best | have seen and 
it would be interesting to hear 
how this affects the sales curve 
alter a few more repeats 


The “Brillo” commercials, are 
I feel, also doing a very comp: 
tent job. Of course, they are rely 
ing on the basic, demonstration 
format, The technical quality of 
the filming, especially in the 
close-ups where considerable 
difficulty must have been en 
countered with light reflections, 
is very commendable, Also, the 
dialogue seems to have hit just 
the right pace, the voice being 
brisk and attention getting, with 
out being punchy and gabbled 
The last shot, where the pack is 
shown reflected on the shiny sur 
face of a frying pan, is a good 
gimmick and will create a profit 
able association in the mind of 
the housewife after a time. 


Not enough impact 


| caught the tail end of a rival 
scouring pad commercial a few 
days ago-—but unfortunately the 
product did not make enough im 
pact on my mind for me to 
remember the name. However, 
| was rather intrigued by a claim 
that the metal fibres were made 
of something or other which en 
sured that the metal surfaces of 
utensils would not be scratched ! 
Over the next few weeks I shall 
be looking in with interest in the 
hopes of being able to see the 
whole commercial, and perhaps 
being able to compare the two 
different selling approaches 

* * * 


lr 1S refreshing to remember 
that the word “competitive” now 
applies to the advertising tech 
niques, as well as the pro 
gZrammes 

Senior Service cigarettes have, 
| think, made a mistake, in show 
ing a close-up of their tobacco 
spread out on a flat surface, This 
shot occurs, you may have 
observed, just before the paper 
rolls itself up rather cleverly into 
a cigarette. To me, unhappily, it 
looked for all the word like a lot 
of dead grass, which | imagine, 
is the last thing any manufac 
turer would lke a viewer to 
think ! 

Another commercial that has 
me brooding is for 4 certain 


By Teletaster 


brand of aspirin. Here, we have 
the negative approach They 
always open up on a scene of 
carnage. Mother, with furrowed 
brow, coping with a horde of 
screaming children or some 
other domestic — crisis Most 
people are only too familiar with 
moments such as these which, | 
have always been given to under 
stand, have an immediate un 
pleasant association, or taste-in 
their-mouths to put it another 
way 


Setting up blocks 


This aspect of human psy 
chology has interested me ever 
since some script work was done 
for one of the world’s biggest 
accident prevention socicties 
From them one learnt that, after 
years of research, they had found 
that one should never show un 
pleasant accidents, etc., in their 
films because they set up a menta! 
block in the viewer's mind and 
very often caused a person to 
reject the ensuing “message. 

It is the old story of the 
negative or positive selling 
approach, of course, and in the 
case of television as in most 
other selling media, the 
positive approach is usually the 
most effective. 

With this particular commer 
cial, we do not even see the 
beneficial effects of the aspirin on 
this poor woman but merely a 
hearty voice over a pack shot that 
assures us we will feel better if 
we take one. Personally, I do not 
believe it because I did not see 
it happen in the commercial. This 
probably accounts for the fact 
that | do not have any memory 
of the brand name although 
I have seen the thing at least 
three times. 1 cannot, therefore 
say that I will stop buying this 
product so perhaps there ts 
method in their madness 

* . +. 


I WOULD like to praise the new 
Kelloges Rice Krispies commer 
cial and recommend it as a very 
neat piece of mixed cartoon and 
live selling. The little girl is one 
of the few who do not look as 
if they are being paid to enjoy 
eating the product while the ever 
present mama hovers beyond the 
range of the camera 

One thing more. Are we really 
to believe that the only reason 
why we should buy a Morris car 
in preference to any other is 
because the makers have a good 
works band? 
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OF TYCOONS! 


Readers of Tue BcONOMIAT, for instance 


are the top-level men who do the top-level spending 


Did you know that at the last unt there were 4 f 


The Economist 
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Visitors to this country still wonder sometimes 
English are really human. 


7? 
“< 


whether the 


Octoper 28, 1955 


Copywriters also occasionally have doubts 


Sound guide for copywriters who 
wish to know about the English 


TTIVHE writing of good adver 
ising copy does not 
depend solely upon a facility 
for stringing words together 
with a reasonable regard for 
the rules of grammar, though 
such a facility is certainly 
desirable 
Good copy is drawn from at 
least two further sources: imag: 
nation, and a penetrating know 
ledge not only of the product 
but of the people who are likely 
to buy it. Any copywriter must 
learn much about the particular 
product with which he is con 
cerned at the moment, but al/ 
copywriters should be deeply 
versed in the quirks, prejudices 
and social predilections of the 
people who form the consumer 
market 
An unusual book has recently 
been published by Allen & 
Unwin Ltd., which should be of 
no little help in this direction 
It is titled English Social 


Seven days 
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By H. DENNETT, 


advertising manager, Austin Reed Lid. 


Dificrences, has been written by 
Professor T. H. Pear and is 
priced at 18s 

Despite the unifying influences 
of two great wars, mass educa 
tion and the’ radio, social 
differences of outlook, speech 
manners and dress persist in this 
country to a remarkable degree 
Professor Pear analyses thes 
differences from many points of 
view in the course of this 318 
page volume 


Mystic division line 


Social differences to-day are 
tar from being based upon earn 
ing capacity. An income of £500 
per annum 20 years ago was 
regarded as the mystic line of 
division between classes for mar 
ket research purposes To-day 
classification is wisely made upon 
an occupational basis. For this 


Use the 


Provincial 


reason Professor Pear says littl 
about incomes, but a great deal 
about social habits and occupa 
nons 

He rightly points out that in 

England there is a close corre- 
lation between occupation and 
speech habits, a fact that 
copywriters might well bear in 
mind, for many products make 
their appeal to one particular 
class. 

It is not easy tor a copywriter 
who himself comes from the 
upper middle class to visualise the 
buying mentality of the hundreds 
of thousands of men whose main 
meal is in the evening, is called 
‘tea.” and is eaten with coat off. 
shirt sleeves rolled up, and no 
collar 

The sections of the book which 
will be of particular interest to 
copywriters are those which deal 


to pay 


Weeklies and your 


advertisement will have seven days to pay 


its way , 


their own 


know_and trust 


local 


to be read by all the family in 


paper—the paper they 


All A.B.C. members 
All Flat Rates 


with clothes (chapter seven), food 
and drink (chapter eight), and 
leisure pursuits (chapter 11) 


Concerning clothes the autho: 
cogently remarks that it is easier 
to acquire upper class attire than 
upper class speech, and he com 
ments upon the failure of the 
decorative American tie to effect 
much penetration 


Well in character 


food ind) drink 
script-writers are careful 
to give verisimilitude to their 
characters. Professor Pear dul, 
notes (on page 86) that Mrs. Dale 
drinks coffee, but the Archers 
drink tea 
Copywrite: 
carefulness 


Kegarding 
the BBC 


please note such 

Nor should the advertising man 
miss the nuances of 
bloaters and kippers described on 
page 182. The author might well 
have added that the modus 


@ Continued on page 24 


social 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 


Telephone 


BIRKENHEAD NEWS GROUP 


BOURNEMOUTH TIMES SERIES 


BURY TIMES GROUP 


CAERNARVON HERALD SERIES 


CHESTER CHRONICLE SERIES 


A.B.C. Net Sales in excess of 480,000 


Representing 


COVENTRY STANDARD 
CUMBERLAND & 
WESTMORLAND HERALD 
MIDDLETON GUARDIAN 
ROCHDALE OBSERVER SERIES 


FLEet Street 2626 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
EXPRESS 


‘a BF Te "* ee he a Ps ec reo ae « ee a — Re gs. = es bial “Nise = 
: - OO » ~~ 
_— - é & 
i. eC a es 
v= 
a j 
= 
<* 
' ae 
‘ + 
PA a 
- 
t ’ . 
| Pe Po ; _ 
| Bs ne ig | 
b= 
RSS —/ GqEEens Plc CSC: =a 
= i ee s “ 
= a 4 ie ri 
SVS ee . = 
“ = =— CE ee be = 
SS ee ee _ - 
= = 
SS es a 
——— : 
sss 
fe ie a 
- owol7 Ne : 
- 4 im = 1 
y, -. y 
: 
r a ee 
— 
—————— a 
== 
as = on 7 
~— ee 
— a ee 
+ Po 
com <j a t 
aC #4 
enn ne 
‘ SS) ee 
: = — — — : 
Pron S——S—S—SS—S——S FE ——_ 
— SSS Se 
=< <a ee 
SSS 
" —— oe 
pw oe EE 
eo SS 
ee ee ~ on ~~ iin ~ ’ 
ee + 
ee IE 
a ee 
~_—_{o ~~ - —— =e pet ' 
OO  Oe—eeeeeeeeE>SEeS ae ———w ; 
RPP Oe ee | 
ee Nee a = 
SS 
EEE ee 
bs Ne 
= . 7 im. ie 


Ocroser 28, 1955 23 ADVERTISER'S WEEKLY 


ed by RESULTS, The TATLER is 
probably one of the greatest sales makers of 
our time. Of course, no publication can be all 

things to all advertisers but this we can say with 
no fear of contradiction: that for selective selling of high 


quality merchandise The TATLER has no equal. 


\ 


In 1956, be sure to schedule 


i 


There’s no better mediam to SELL high quality merchandise 


* Colour space should be booked now——there is a production limit—because The TATLER is an illustrated newspaper ! 
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NOT QUITE LIKE THIS... 


You have got to move fast in advertising and our 
service is as streamlined as any in the business. 
But we aim to be the finest lithographers in London 

not necessarily the fastest. We can go a rare 
gallop if necessary so long as we have time to be 
really good. What's that, Sir? Delivery brought 


forward a month? Why certainly, Sir we'll 


flog the men on the floor until the ink bursts out 


of their veins . 


f CHARLES & READ Ltd. 


PHOTO. LITHO OFFSET | , 
\ 


FOLDING BOX CARTONS 


27, Chancery Lane, 
London, W.C.2 
Telephone: Holborn 2882 


Specialist factor) 
Harlow, Essex 


at 
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What every copywriter 
should know of Britain 


operandi of approaching a boiled 


egg is also socially revealing 
Here, it is the commercial artist 
who should watch his spoon 


Ihe upward penetration limits of 
cocoa drinking should also con 
cern quite a number of adver 
tisers 


Implications of sport 


The vast proportions that sport 
has attained in the English-speak 
ing world also raise many social 
implications. Professor Pear slyly 
correlates netball, hockey and 
lacrosse with primary, secondary 
and public schools for girls (page 
261). 

Where would England be 
without its snobs? Well, they 
have a long chapter, the fifth, 
all to themselves. Snobs of 
all kinds, upright and inverted, 
are all described and analysed. 
The importance of this chapter 
to the advertiser needs little 
emphasis, for the number of 
products that sell on a snob 
appeal is formidable. 

It has often been pointed out 
that the highest and lowest social 
in this country have a 
common bond in the possession ot 
a robust sense of humour, a 
qualuy so largely denied to the 
smug middle classes 


Calling the spades 


classes 


Iwo further bonds are cited in 
this book:“a common directness 
of speech (a ‘smell’ is not a ‘scent’ 
or ‘odour’), and a capacity 
getting on with each other.’ This 
is certainly in character, for it is 
the middle class person who will 
in no wise call a spade a spade 
but must needs coin some stuffy 
euphemism for it 

The considerable value of Pro 


for 


fessor Pear’s painstaking yet lively 
work to the advertiser will be 
evident from the citations already 
given The more an advertise 
ment is in character with the 
social situation it purports to 
portray, and the closer does the 
language used approximate to the 
circumstances of the social class 


at which it is aimed, the more 
effective will that advertisement 
be 


It is both stimulating and enter 
taining to run through the packed 
pages of the larger magazines and 
note the advertisements that 
“drop a clanger” in these respects. 
A careful reading of se soe 
Pear should reduce their number 


How to sell— 
and be happy 
PIECE of work that ts 


A calculated to brighten the 
life of any salesman--space or 
otherwise —has just come from 
the keen pen of Frank Bettger, 
author of How | Raised Myself 
From Failure To Success In 
Selling 

The title of the 
equally stimulating 
tiplied My Income and Happi 
ness in Selling (published by 
World’s Work (1913) Ltd 15s.) 

British salesmen might be put 
off by the first paragraph: “Il am 
going to begin this book by tell 
ing about one of my experiences 
in baseball,” but the author's 
advice is to keep on reading and, 
it is sound advice.—-H. | 


new opus ts 


How I Mul 


Getting ready for deep 


winter { 


paren 


{ reminder that the severe weather is not far away 


was given ina 


recem General Electric Company Ltd. display at the Magnet House 


London, headquarters 


Model figures 


were used—including one for 


the cat 
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wrote a book on the subject. It sold over 5,000,000 

copies. People definitely want to be liked —and they like being influential. 
This proves, of course, that advertising is a very human activity. For an advertiser 
has to win friends and influence people —or go out of business. But how best is he to do it? 
Find a body of several million readers, Confirm that these readers are well above 
the national average in income and in education. Make sure they are the kind of people 
who, in their turn, will influence others. And, above all, make sure that they are the 
kind of people who will really read what you have to say to them-—not just glance at it, 
and forget it. Take, in other words, The Reader's Digest, a magazine written to be read, 
bought to be read, passed on to others to be read. Here are millions of people with whom 
it is well worth your while to make friends. The sure way to reach and influence them is 


through their favourite magazine— The Reader's Digest. 


NO WONDER THEY CALL IT 


The Reader's Digest 


MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 


eS a - nee ry 


_ Any second colour want at £25 
COLOUR? \Giiprmecttanmisme § BLEED? | Semeeene 
CERTAINLY! And tu colour printing on The Reader's OF COURSE! 40°/, more space at 
Digest heat-set rotary press costs anly only more cost. 
20°/, mere than black and white. wr 
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Board Room decisions are 


based on sound knowledge 


of economic trends. 


T HE BANKER 


is the acknowledged authority 
on national and international 
economic developments and 
financial policies. 

Directors and Executives in a 
wide range of concerns rely 
on THE BANKER for this 
information. 

Advertise in THE BANKER to 
reach high level readership. 


THE 


BANKE 


S. CORBETT, Advertisement Manager 


POULTRY, 
a2Gy2 
MON 8833 


g9-II, 
LONDON, 
TEL: 
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Pablic Relations 


How the press was told 
of a new Scots factory 


(PHE most modern plant in 
the world for the produc- 
tion of chipboard was recently 
opened at Annan, Dumfries- 
shire, by Aijrscrew Co, & 
Jicwood Ltd. 


Exceptionally elaborate efforts 
were made to see that press 
representatives knew all about 
this event. A party from London 
was specially flown to nearby 
Silloth airport ... and they 
joined guests who had come in 
from all parts of Scotland. 


This was the culmination of 
plans extending across more than 
five years for the Airscrew Co., 
& Jicwood Ltd.—parent com- 
pany of the newly formed Scot- 
tish Weyroc Co., which is to 
manufacture a new form of 
Weyroc man-made timber at the 
new factory “Gold label” 
Weyroc, designed to appeal 
specially to the building and 
furniture industries. 


Long term plan 

The press and public relations 
campaign for the new factory 
began in October, 1954, when the 
Scottish Council (Development 
and Industry) released a state- 
ment to the press about the new 
industry which was coming to 
Scotland. Enthusiastic press 
reception established the popu- 
larity of the project and reports 
on the progress maintained press 
and public interest. 


When it was possible to define 
a date for the actual opening of 
the new factory, plans for press 
and public relations came into 
operation. The company realised 
that it was most important to 
make available to the trade and 


Shown here are furnishing appli- 
cations of Weyroc man-made 
timber. 


specialised press complete and 
accurate information about the 
new factory, the new plant and 
the new material—and also im- 
portant to keep the Scottish press 
informed about the new industry 
and its significance to the national 
economy. 

Specialised articles were there- 
fore prepared by experts in 
authority and facilities for 
features were extended to the 
interested sections of the press 

After the issue of general press 
statements in connection with the 
official opening, an announce- 
ment regarding the importance of 
this new development in chip- 
board manufacture was made by 
A. G. Marshall, chairman of the 


@ Continued on page 28 


Looking through one of the windows into the factory from the office 
| block at the new factory of the Airscrew Co., and Jicwood Ltd. 
Public relations are handled by Willing’s Press Service Ltd 


| ee 26 PC 
nc -— = —- — - ; - : : = mone af 
SS) OL_—O == | 
ie ‘te 2 }} i 
Aa oe | 
Mi \\ 4 11 i 'y —_ 
; ~ eT ne Wy . r . | : ; 
as 7 rss ux 1» ae : <= ‘i 
Co ee i ie 
} | | : 
| ee rn 
wg E i . ‘a 
Pe oe 
| ae 
« | Bere bs: ; Be 
7 is ee i F 
[ eR Bgoosee | 
. | . ae po a — am 
| 


Ocioper 28, 1955 ADVERTISER'S WEEKLY 


At 
ae I 
e, 


We've kicked off and it’s going to be a hard game. 

Tough competition. Harsh critics. Partisan crowds, Yet all we 

have to do is obey the game’s oldest rule and keep our eyes on the ball. 

If we do that, then we’ll all be winners where it 

matters most .. . at home. 

Pearl & Dean are understandably pleased to have been selected by 

so many advertisers for their opening Commercial Television team. 

And, as befits good team men, they aim to keep their place on performance— 
whether they’re leading the line or merely making the most 

of openings created by others. 


PEARL & DEAN and YOUR FUTURE T.V. PROGRAMME 


Those advertisers and agents now planning (or re-planning) the 
second stage in their television advertising campaigns are 
invited to consider the several ways in which Pearl & Dean are equipped 
to aid them. For those who require a complete service, the Pearl & Dean 
Group is able to handle every stage in T.V. advertising from 
original creative work to final ‘canning’. For those with 
their own Television Departments, the Group 
functions happily on a purely 
production unit basis. All or any 
of the following facilities are open 
to Pearl & Dean clients. 
@ Creative resources which have won 
a new status for screen commercials 


@ Live-action, cartoons and the puppetry 
of Joop Geesink, the world’s most 
famous puppeteer 
@ Guaranteed processing 
@ Three stages at the Southall Studios fully equipped for sound 
Internal planning and organisation for the Group’s programme during the 
next six months is now being undertaken. While it is naturally hoped that 
you will feature in it, there are of course obvious limitations to the number 


of clients we may serve. May we advise you to cont. ct us as soon as possible ? 


PEARL & DEAN (PRODUCTIONS) LTD 


17 BERKELEY STREET, LONDON, WI, Telephone: MAYfair 7494 
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Press and radio feature 
new furniture factory 


British Chipboard 
turers’ Association. 

The opening ceremony was 
attended by representatives of 
the Forestry Commission, the 
Scottish Council, Ministry of 
Works, Ministry of Labour, De- 
partment of Health, Scotland, 
Scottish Home Department, 
Board of Trade, Central Office of 
Information, the Secretary for 
Scotland and various dignitaries 
of Annan town council. His 
Grace the Duke of Buccleuch 
and Queensberry carried out the 
ceremony and during a lunch 
speech outlined the importance of 
the new development. A Queen 
Anne style desk made almost en- 
tirely of Weyroc was given to 
him. 


Special supplement compiled 


During the week of the open- 
ing, selected Scottish national 
dailies, which included the Scots- 
man, issued special supplements 
concerning the new industry. The 
local paper, the Annandale Ob- 
server, also ran a special supple 
ment dealing with the project. 

Coverage on the BBC was 

ood and the Central Office of 
nformation co-operated in pre- 
senting the important overseas 
angle in connection with export 


Manufac- 


of plant, machinery and expertise 

An advertising campaign now 
running in the financial and 
national press is following up the 
public relations campaign on the 
opening. The space schedule in 
po the Financial Times, The 
Times, the Sunday Times, the 


Daily Telegraph, Manchester 
Guardian, the Scotsman, the 
Glasgow Herald, and the 


Economist. 


Tribute to the 
specialised press 


( NE of the biggest press lun 
cheons of the year was held 
at the Clarendon’ Restaurant, 
Hammersmith, last week. It was 
the sixth post-war press luncheon 
to be given by Chloride Batteries 
Ltd., and held in conjunction with 
the Motor Show 

Several hundred press per 
sonalities were present, and a 
director of the firm, H. V. Scho 
field, spoke of the vital part the 


trade and technical press were 
playing to-day in the field of 
commerce and industry. “There 


is no doubt that the British indus 
trial life would lag substantially 
behind the times without the news 
service supplied by your jour- 


nals,” he told his guests. 

As a token of Chloride Bat- 
teries Ltd.'s appreciation, the 
press representatives were each 
given a silk scarf and a new 
booklet titled Batteries are our 
business. The editor of Light 
Car, F. J. Findon, replied for the 
press and Kenneth Horne, man- 
aging director of British Indus 
tries Fair Ltd., spoke on behalf 
of the guests 


Boosting eggs 


THE PUBLICATION of a 
article in a New Jersey paper 
describing the work of the 
National Egg Information Service 
was the outcome of correspond- 
ence between Rosalind Bicknell, 
a director of W. H. T. Tayleur 
(Publicists) Ltd., and the public 
relations officer of the Flemington 
Auction Market, NJ. 


feature 


The prize 
Winner of the 
“What's in the 
parcel?”  competi- 
tion Mrs M. 
Young, of Ashford, 
Kent, is here seen 
with Miss Wilding, 
fashion adviser to 
the Singer Sewing 
Machine Co. 
(centre), and Miss 
L. Purden (right), 
assistant editor of 

"Housewife." 


Octoser 28, 1955 


At the station 


Rosalind Bicknell, of the National 

Egg Information Service (centre) 

at a National Egg Packers’ Asso- 
ciation Lid, packing station. 


who sorts out your dilemmas? 


If you face a dilemma 
involving the use of some kind of paper 


or board, where do you turn for advice ? 


A ward or two 


from an expert on paper matters 


will help you to make your decisions 


more confidently, 


The experts at Spicers 
have saved many firms 
many wasted pounds, 


many wasted hours, So simply : 
; ) 


speak to Spicers 


SPICERS LIMITED 


Telephone - Fleet Street 4214 


19 New Bridge Street 


London « EC4 
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A Rendering of ‘Rule Britannia’, 


Con Brio, if you please 


At the recent Monte Carlo Advertising Film Festival two of Britain's seven 
awards were won by the Film Producers Guild 


Ist Award in the Cartoon Section Special Diploma in the Live Action Section 
for ‘* Shippam’'s Guide to Opera ’’— for the interpretation and acting in “ Sweet 
a two-minute Eastman Colour Mystery '’— a two-minute Eastman 
film, produced by Phil Windebank, Colour film featuring Jack Hulbert and 
of W. M. Larkins Studio, for Cecily Courtneidge, produced by 
Shippam's Pastes (Advertising Cecil Musk for Stoddart & Hansford Ltd 
Agents: Immedia Ltd.) (Viota Honeycomb Mould) 


A quarter of a century ago The Film Producers Guild produced the first 
advertising talkie to be shown in London —" Mrs. Rawlings "’, featuring Mary Brough, made 
for Robin Starch. Today the Guild is still successfully interpreting advertisers’ 
messages in screen form. In the latest field of Commercial Television many of the most 
memorable spots have been made by Guild Television Service Ltd.— the Guild's 
new associate. Every stage of film-making, from creative writing to production and 
distribution, is expertly handled by The Film Producers Guild 


The Film Producers Guild Ltd. 


An association of producers and distributor of Advertising Alma for 
Sales Promotion, Education and Training. Put ind Emt yew Relations 


GUILD HOUSE UPPER 8ST. MARTIN'S LANE LONDON, WC2 Telephone: TEMple Bar 6420 
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nude ego 


by ‘ROYE’ 


This 


time the famous photographer who has 


This is not a book of nudes. 


also been a rancher, bookmaker, 
night club king, presents us with his 
autobiography. It is of intense 
interest to all photographers and 
press people. 222 pages of text plus 


134 photographs. 


published by Hutchinson at 21s. 
a 


Ww 


SHOWCARDS or CHARACTER 
FOR NATIONAL ADVERTISERS 


SHOWCARD CO. LTD. 


VICTORIA HOUSE 
LONDON w.c.! 


PHONE CHANCERY 2218 


MARSHALL MILLS 
LEEDS 1! 


PHONE 21732 


to study these Net Sales Figures, for 
since 1951 che H.C.N. Group sales have 


| increased by over 17,000 copies 
weekly!! 
1951 122,795 
HARROW 1952 ogee 
1953 129,2 
BILLPOSTING 1954 ir 132,860 
COMPANY 1955 
—__ ae 
“3? SPRING SS a w.2. 1 40,2 1 4 


excluding 23 wots 
stoppag 
(A.B.C. Net Sales Jan * 


Most of the reolly | 
goorl ENLARGEMENTS 
ahe mod by 


AUTOTYPE Represneeed tn Londen by 


WILL KITCHEN, jor. LTD. 
AUTOTYPE COMPANY LTD., 


131 Fleet Sereet, E.C.4. Central 1960 
Brownlow Ad., Londen, W.1}. Ealing 269! 


newspaper 


143,765.) 


Head Office LUTON Phone 5050 


Advertisement Manager: C. W. Gilder 
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Print Review 


A type book that every 


student should see 


iv is to be hoped that 
Tillotsons, the famous 
printers of Bolton, have sent to 
every publicity club and every 
school where layout and typo- 
graphy is taught, a copy of 
their book Tillotsons House 
Style of Typesetting. 1 advise 
every such club or school that 
has not received one to pester 
lillotsons until] they get one 
This little book is the fullest 
exposition of the niceties of type- 
setting that I have seen since the 
war. It is more than a statement 
of the practice of one printing 


house. It is a textbook on typo- 
graphy, although I fancy that 
Stuart Hayes, its author, would 


protest that he had no such am- 
bitious objective in mind when 
he planned it. 


Standard of practice 


The author is typographer at 
lillotsons, a firm with very long 
and wide experience of printing 
Every such printing house must 
establish a code of standard typo- 
graphical | sew a both for its 
own benefit and the benefit of 
those of its customers who 
through ignorance or laziness 
have not planned the typography 


| of their print down to the last de 


| them out, 


| subtleties that 


tail. If a customer has definite 
wishes a good printer will carry 
but only a few print 
even aware of the 
make the differ 
ence between a_ well-designed 
piece and a dog's breakfast. A 
house style protects the majority 


buyers are 


HALF-WAY ROUND 
) THE 
WORLD 


CAE ERX EERERE® % 


This is a double page spread from the “ 


hy the Polytechni« 
holiday are featured 


Touring Association Ltd 


By BRIAN HILTON 


ee on Serving World 
Industry 
eairiesn serre eee 


The striking front cover of the 


booklet produced for British 
Ropes Lid. Matt ink has been 
used to good effect (see page 32). 


of print buyers from the conse- 


quences of their own lack of 
knowledge 
This book covers almost 


every aspect of the marshalling 
of the 26 soldiers of lead. It 
does mdre than state Tillotsons 
practices. It explains why the 
standards were adopted, and 
often discusses alternatives. 
The effect of line spacing on 
various types is demonstrated 
in a 28-page section, and there 
is some useful advice on the 
choice of typeface. 
[ypographers will, of course, 

appreciate this book even more 
@ Continued on page 32 
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Poly Winter Programme” issued 


Three different kinds of 


with different typography for each section 
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BUILD] 
JERLALS. 


COMPONENTS & EQUIPMENT 


GUARANTEED CIRCULATION 


12,000 COPIES 


In five months over 8,000 reply- 
paid enquiry cards have been 
received from readers requesting 
further information on products 
advertised and reviewed. 


Enquiry Cards are still being 
received regarding products men- 
tioned in the APRIL issue. Proof 
of the constant reference to 
* BUILDING MATERIALS.” 


** BUILDING MATERIALS ” 
with its guaranteed 12,000 circu- 
lation to potential customers 
can offer advertising space at the 
low and economical rate of 

i} approximately £3 6s. Od. per 

thousand copies. 


STRATFORD PRESS LTD +« STRATFORD HOUSE +« 9 EDEN STREET «+ N.W.1 
Telephone: EUSton 5911 (10 lines) 
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A Showroom in a 
Brief-case ! 


API are pioneers in 
the commercial use 
of three-dimensional 
colour slides — the 


most compelling form 


of photographic illus- 


tration, 
Let us photograph your products—with the 
STEROLIST viewer your customers will enjoy the 


fascination of seeing them in full natural colour and depth. 


87, Tottenham Court Road, 
London, W.!. 


MUSeum 6522 


Limited 


The whole field of metallurgy is covered by... 


ETALLURGIA) 


tore " 
SEES iy nil 
THE BRITISH JOURNAL OF METALS 


KENNEDY PRESS LTD 31 KING ST. WEST MANCHESTER 3 
50 TEMPLE CHAMBERS TEMPLE AVENUE LONDON E.C.4 


Published by 


The Herbert Publishing Co. Ltd. 


Heathcock Court, Strand, London, W.C.2 
Telephone: COVent Garden 164 
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A travel brochure for 
three kinds of holiday 


Vwe workts meet 


i Tangier 


1 


This indicates how double-page spreads have been handled in the 


“Winter Sunshine” booklet issued by Thos. Cook & Son Lid. 


Printed 


by Alabaster Passmore & Sons Litd., Brian Hilton says production on 
imitation art gives the job a lush sparkle. 


than tyros. They may even want 
to argue with Mr. Hayes about 
some of his opinions. But they 
will certainly want to refer to the 
book from time to time. 


Promoting 
matt inks 


( NE day a much wider circle 
of print buyers (and printers) 
will be cashing in on the work 
that John Perry, a director of 
Adams Bros., and Shardlow, Ltd., 


| has been doing in developing the 


use of matt inks, 

There are some people (of 
whom I am one) who believe that 
shine on the printed page is un- 


| desirable, especially on that part 


of the sheet that is printed upon. 
Reflection from the sheet is dis 


tracting. It can also ruin a good 
| photograph by destroying the 
balance of light and shade. In 


some cases it prevents the eye 
seeing the picture as a whole 
making it necessary to shift the 
plane of the book to move the 
reflection across. 


Technical difficulties 


Normal inks on art paper 
inevitably produce shiny text and 
pictures Technical difficulties 
arise, however, when printing 
with matt ink, which gives the 
same sort of non-shine result as 
offset In this case Mr. Perry 
has been fortunate in having an 
enlightened customer in British 
Ropes Ltd. For some years now 
they have collaborated with him 


in the production of a house 
organ (Rope Talks) and other 
print using matt ink. A recent 
production is a booklet Serving 
World Industry, which shows 
how rope is used in various 
| industries 
The cover carries a photo 


| graphic treatment of a rope net 


on a dead black background 
By using matt ink the background 


is a rich, velvety black against 
which the detail of the rope 
shows up brilliantly The pic 
tures and, more particularly, the 
inside have 


text an absolutely 
even blackness. 
+ * > 


OpPportuNity seldom arises of 
making a comparison between 
normal acid - etched half- 
tones and Scan plates cut mech 
anically by a light-scanning en 
graving machine. The Poly Tours 
winter programme contains half 
tones produced by both processes 
All squared up half tones were 
made on a 100 screen Fairchild 
machine, while all cut-outs were 
orthodox acid-etched plates. They 
are printed on ordinary m.f. stock. 


The better result 


One has to assume that the 
quality throughout the whole 
batch of originals was even, and 
that poor originals were not 
selected for the cheaper Scan 
squared-up blocks, the better 
originals being reserved for the 
more elaborate cut-out treatment 
That being so, in this context the 
acid-etched blocks are the best 

This particular catalogue of 
tours covers three different kinds 
of holiday: winter sports, cruises, 
sunshine tours. In order to main 
tain an artistic unity the same 
second colour, a blue lake, is used 
throughout the book But in 
order to make a_ distinction 
between the three kinds of holi 
day, the typography was com 
pletely changed for each section 
A nice compromise. But would 


not a better quality paper be 
worth its cost? 
Cooks winter holiday books 


are printed on imitation art which 
gives the job a lush sparkle and 
transfers glamour to the holidays 


advertised There are minor 
changes in layout and typo- 
graphy from previous tour 
booklets, but on the whole the 
presentation follows the well- 
established and successful 


pattern. 
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DAVID ALLEN 


Successru L sales appeals to the mass market require 
the impact of posters on David Allen sites. Everyone 
sees posters—on the way to the shops, on the way to 
work, on the way home, on the way to play, on the way 
anywhere. 

David Allens can give you complete coverage of the pros- 
perous mass markets of Scotland, North East and North 
West England, North Wales, Northern Ireland and Eire. 


DAWVED FE ELE Wi & david Aten & Sons L14., 7, Buckingham Palace Gardens, London, $.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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Planning 
Consumer 
Campaigns. . ? 


Put 


MOVE AIH Foner 


Flying 


ees 


REVIEW 
on your 
1956 Schedule- 


NOTE THESE FACTS 


e 85,000 


NET MONTHLY SALE 


@ COMPLETE COVERAGE 
OF THE R.A.F. MARKET; 
COPIES ON SALE WITHIN 
ALL UNITS AT HOME 
AND OVERSEAS 


@ BOOKSTALL DISTRIBUTION 


THROUGHOUT THE 
COUNTRY 


£80 per page from JAN Ist 1956. 


Present page rate still only €70 


FOR MEN’S CONSUMER CAMPAIGNS 


+ USE 


ROYAL AIR FORCE 


a 


FLYING REVIEW 


180 FLEET ST.. LONDON, EC4. Tel: CHAncery 8844 
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Commercial Films 


British stars make a 


splash in Venice 


By a SPECIAL CORRESPONDENT 


THIS year, for the first time, 
British stars predominated 
at the Venice Film Festival, 
providing a valuable world- 
wide boost for British films 
lo celebrate this, the J. Arthur 
Rank Organisation produced a 
short film of the activities of 
these stars in Venice suitable for 
televising Running for nine 
minutes it shows the enthusiastic 
reception that the galaxy, which 
included Diana Dors, Eunice 
Gayson, Belinda Lee, Jack Haw 
kins, John Gregson, Mary Ure 
and James Robertson Justice, re 
ceived when they arrived at the 
festival and their triumphant 
progress at the many receptions 
and dances they attended 

This film has already been 
shown on BBC television and the 
Rank organisation are now mak 
ing it available, free-of-charge 
to any other television service in 
the world and will dub the com 
mentary in the language of the 
country accepting their offer 

+ + ” 

CHIEF CAMERAMAN of Kino 
crat Films, Brian Gibson, re 
cently spent a day getting a new 
view of London from the air. He 
used a helicopter to film the City 
the docks and the Home Coun 
ties, for use in an industrial 
colour film sponsored by British 
Timkin, manufacturers of roller 
bearings, together with other 
shots earmarked to go into Kino 
crat’s library of material for tele 
vision films 

This use of a helicopter is 
typical of the trend towards 


™. Sv rreme 


At the Waterloo Air Terminal 
the final route for the helicopter 
was discussed Cameraman 
Brian Gibson got his instruc 
tions from Gerald Cookson 


better and more ambitious 

16 mm. films. A few years ago 

these shots would have been 

taken from a high building. 

Now, the sponsors are realising 

that a good film—without 

cheeseparing economies - 
brings greater prestige and 
results. 

As a motorist, Brian Gibson 
told me, he took particular in 
terest in London's streets in the 
rush hour “What must have 
seemed to be traffic jams to the 
poor drivers in them,” he said, 


@ Continued on page 3% 


Never before has the J. Arthur Rank Organisation sent so large and 
representative a team of stars to the Venice Film Festival. Diana 
Dors is here seen on the canal in a mink bikini 
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Is your client interested in this 


MARKET? 


This sum represents the annual 
expenditure of Britain’s 2,000 local 
authorities on goods and services 
Your chent can reach CLERKS, 
TREASURERS, ENGINEERS, 
SURVEYORS, ARCHITECTS, 
MEDICAL OFFICERS, etc., who 
make purchasing decisions and re- 
commendations to committees, by 
advertising in THE LOCAI 
GOVERNMENT CHRONICLI 
Ihe “ Chronicle is the magazine 
that is read each week by all Local 
Government Officers. 


100 “ @® The largest published 
YEARS OLD ct ss @ireulation of any 
NEXT WEEK Municipal Weekly. 


The Local Government Chronicle 


Advertisement Managers 


PATRICK SMYTH, 178, FLEET STREET, LONDON, E.C.4. FLEET STREET 0197 
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ADVERTISER'S WEEKLY 


A filmed air-lift that involved 
a tour of 350 American women 


“were completely insignificant 
from the air.” ps 

I ae that a unit of Editorial 
Film Productions recently left by 
air for Nigeria, where they are to 
spend several months shooting 
material in Eastmancolor, partly 
on behalf of the Royal Africa 
Company for cor ration in 
“Unilever and partly 
for documentaries ” tor cinema 
showing. 

The unit landed at Accra and 
went through the interior to 
Kano in the north, travelling with 
the camel caravans—the old 
trade route of the Crusaders. 

Rubber and timber estates in 
the Sapela region, as well as 
general African trading (includ- 
the famous “Mammy 
" indefatigable women of 
the south who run the business 
affairs of their communities) are 
among the subjects to be filmed. 
Many of the places visited will 

seen on the screen for the 
first time. 
* * + 

I am told by John Byrd, of 
John Byrd Productions, that his 
company has just finished filming 
the greatest “holiday air-lift” 
that has ever taken place. 

This consisted of 350 American 
women, all members of the 
Federation of American Women's 
Clubs, who made a tour of 


Europe. They arrived at Geneva 
in 14 planes and then visited 
Berne, Venice, Florence, Nice 
and Paris. 

The huge party was filmed 
sight-seeing at all the places of 
interest they visited in 16 mm. 
Kodochrome. As the film that 
has been | ear is likely to be 
im great demand by the women 
for showing at their local clubs 
it should result in being a good 
dollar earner for this country. 

* o oF 

Ir was pleasing to see that 
sponsored medical films played 
an important role during the 
London Nursing Exhibition. 

Among those who provided 
technical medical films for show- 
ing to visitors and the delegates 
who attended the conference held 
in conjunction with the exhibi- 
tion, were Reckitt and Colman, 
Cadbury Brothers, Ciba Labora- 
tories, and the Documentary Film 
Unit of May and Baker. 

The full houses at every per- 
formance showed the great 
interest this type of film arouses 
in the nursing profession. 

+ * ” 

For TEACHERS and others who 
use entertainment films for an 
educational purpose there is a 
completely new section devoted 
to their interests in the new GB 
Film Catalogue for 1956. 
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Review of New Productions 


A travel film that will 
fill boats to Norway 


PRAVEL agents will get a 
lot of help from the 
Bergen Line's latest colour 
film, “Snow, Sun and Fun in 
Norway.” 

The outstanding virtue of this 
unpretentious film lies in its 
ability to convince all sections of 
the public, that a good time 
awaits them in Norway, whether 
learner or expert on skis. The 


One of 

successful 
creative ideas in 
the new Gillette 
cartoon film from 
Halas & Batchelor 
Cartoon Film Ltd. 
is, in Paul Nugat's 
view, the slicing up 
of tree trunks and 

apples. 


the most 
and 


Presburys are fully equipped for the production of 
television commercials and cinema advertising films in live 
action, cartoon and puppetry. Every facility for live action 
productions is available at Twickenham Studios and our 
own animation unit, staffed by experts in this field, is in 
operation at our West End Studio. 


We have the exclusive services of Ivo Caprino, the 
famous producer of puppet films, who received a major 
award at the 1953 Venice Film Festival. 


We have made television and cinema advertising films 


for many leading advertising agents and national advertisers 
and are renowned for the high quality of our productions. 


PRESBURYS eee your fercdact in the jature 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2. 


TELEVISION COMMERCIALS 
AND CINEMA ADVERTISING 


By PAUL NUGAT 


Norwegians emerge as an casy 
going, informal people in in- 
formal dress, and that will cer- 
tainly make it easier for those 
winter sports fans for whom 
complete equipment with fashion- 
able clothes for the sport would 
be too expensive. 


The film, with a running time 
of 18 minutes, is a Norwegian 


@ Continued on page 38 
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WOOD brings 
the leading suppliers 


before the leading buyers 
in the many industries 
that Use wood. 


ew: 
a a 


TOTHILLJPRESS LIMITED 
33, TOTHILL STREET 
LONDON 5&.W.1 
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‘oF THE TOTHILL pRess Group OF Puen A 
THE RAILWAY GazetTE + SHIPBUILDING & SHIPPING RECORD. + NEW COMMONWEALTH + 
| DIESEL RAILWAY TRACTION + THE INDUSTRIAL CHEMIST - ee ee Seaeenn 


rooD + WwoOD 
ARCHITECTURE AND BUILDING + COKE AND GAS + MINE & QUARRY ENGINEERING ollie ENGINERIING 
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A.B.C. NET 
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a group of nine 


influential newspapers 
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124.728 
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Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST, EC4 
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14 Cockspur Street, London, §.W.1. 
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Published Every Friday : Price 6d. 
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Used by over sixty national advertisers 


Advertisement Representatives 


William Samuel & Co. (London) Ltd., 
17 Philpot Lane, E.C.3. 


Tel.: Mansion House 0428/9 


TELEVISION SPOTS 
e PUBLICITY FILMS @ 
SOUND RECORDING 


OF CW Qh Recher 


470 GREEN LANES, LONDON, N.13 
Telephone: Palmers Green 1003 and 7440 


Limited 
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REVIEW OF NEW PRODUCTIONS continued 


This is a scene from the latest colour film about travel in Norway 
In Paul Nugat's opinion, the production will have a beneficial effect 
on tourist traffic from this country to Norway 


production with a commentary 


spoken by Peter Haig 


+ + * 
A packet of fazor blades 
gliding, capering, and dancing 
like a troupe of figure skaters, 


and ending each number with a 
blade slicing through a fallen 
tree trunk, or apple, etc., is the 
most successful and creative idea 
behind Halas & Batchelor Car 
toon Film Ltd.'s “Skating Blues.” 

This Gillette film (agents are 
W.S. Crawford Ltd.) is far more 
vocal in the demonstration of the 
blade’s virtues than any verbal 
commentary could ever hope to 
be even with the most resplendent 
words 

a * * 

Ine ospectacte of Richard 
Dimbleby offering the kings and 
queens of sport a Player's cigar- 
ette must be the longest adver- 
tisement series ever screened. 
This formula has, with “What- 
ever the Pleasure,” now been 
broken by a variation on the 
same theme 

In this two-minute 
production, a juggler is intercut 
by a representative selection of 
action shots of unknown players, 
giving the illusion of being 
“fed” by the juggler The last 
shots show him hoisting an out 


live action 


size cigarette in their direction, 
and the pleasure of the final 
smoke 

This Screenspace Ltd. produc 
tion for Imperial Tobacco Co., 
Ltd., is a little masterpiece of 
clever editing 

* * * 
MENTION MUST be made of 


their lavish settings for the Palm 
olive soap “Portraits of Youth.” 
This one minute Eastmancolor 
live action film (agents are 
Masius & Fergusson) has all the 
trimmings of a sumptuous period 
feature film 

It is not difficult to appreciate 
the Monte Carlo. verdict for 
Screenspace’s “The Beach,” made 
for Shell-Mex and BP., Ltd. Any 
audience of any age anywhere 


will be highly entertained by the 
invisible cars flitting up and 
down the beach road, propelled 
by drivers in sitting postures 

* * * 

IN COLD print, it is not possible 
to do justice to “The Rival 
World,” = produced for Shell 
Petroleum Company, Lid., by 
their own unit The inhabitants 
of the insect world, which fill 
the screen so remorselessly, 
appear as the arch-saboteurs of 
human life They devour one 
third of his crops and a goodly 
portion of the span of life. 

They outnumber us fantastic 
ally and survive our chemical 
warfare by acquiring immunity, 
and so escaping a lethal dose of 


poison in sufficient numbers to 
raise new hosts 
On reflection, “The Rival 


World” is a rather grim picture 
a picture one watches with 
fascination, gratitude, and hope 


for all of its 25 minutes. It is 
certainly a war that will have 
to be waged by succeeding 
generations 
+ + - 

VOLUNTARY INSURANCE may 
not be so lively as in the days 
before the Welfare State. Any 
way, the National Deposit 
Friendly Society has come 
out fighting in two _ films, 


“Haven of Peace” and “Plan for 
the Future.” 

The first shows the convales 
cent benefits of membership 
through the eyes of two young 
people, who are brought to a 
home at Skegness for a_ fort 
night’s recuperation 

This film runs for 1} minutes 
and is a Ronald H. Riley Produc 
tion in association with the Film 
Producers’ Guild 

The second film, “Plan for the 
Future,” makes an attempt to 
educate the young to safeguard 
their futures by practising a 
litthe voluntary thrift through the 
auspices of the NDFS A 
better considered story might, 
however, have realised this 
ambition more surely 
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Robert Sharp’s collect another account 


This has been a season of new accounts with us, The two most than most Agencis It is more adventurou It is concerned 


recent arrivals are KESTOS foundations and INTERNATIONAI more ent tically with new ideas, and new ways to exploit 


PAINTS (retail sales) every media | to point of al This means that it is, 


The reason for our success is the fresh way we look at perhaps, best uited to medium-sized account run by 


things. We put almost all our money into paying for a handful enterprising advertising managers who know their own and 


olfethe most intelligent and creative people we can find their Compa minds: and —above all who really do value 


This illow us to offer a rather diflerent sort of service they Wotr | lea 


ROBERT SHARP AND PARTNERS LIMITED, 3} Wyndham Place, London, W.1. Tel: AMBassador 1471-2 
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She starts her shopping with 


Crood THousekeeping 


Britain’s foremost home magazine 


She knows that the essence of shopping is CHOOSING —and her 
choice will be made only after she has consulted Good Housekeeping—the 
magazine upon which she relies for information and advice on all 
domestic matters. If you have a product you want to describe to her, to 
explain to her, to sel/ to her, then you must certainly advertise it 


in the pages of Good Housekeeping.“ 


. . . « 
Do you know about the Good Housekeeping Merchandising Service ? 


OLIVE BIRD, Advertisement Manager, 
Good Housekeeping, 33 Ashley Place, 
London, $.W.1. Tel: VICtoria 6699 


PUBLISHED BY: THE NATIONAL MAGAZINE COMPANY LIMITED 
PUBLISHERS OF: Good Housekeeping, Harper's Bazaar, Vanity Fair, 
House Beautiful, She, The Connoisseur, The Good Housekeeping Books. 
PROPRIETORS OF: The Good Housekeeping Institute. 
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To Managing Directors of Agencies .. . 


with Direct Mail on their {aind - » 


a 
‘_ 


In your splendid isolation, you should not be disturbed 
by details — yet they will, nevertheless, break in 
Direct Mail, for instance a scheme is launched that 
reflects credit on the Agency and rouses the client to a fever 
of expectancy. Then the trouble begins. One by one, you pin 
them down to— the mailing list. Why didn’t you use BIA? 
by BIA mailing lists are more up to date, more accurate, 
és, more specific than any other. Moreover, BIA is not 
‘just another addressing house’. BIA can contribute to 
Direct Mail planning in ways that make it worth while 
_ a not only to call in BIA— but to call in BIA early / 


The first step is to ask your secretary to send for a copy of our “ Mailway” Catalogue 
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Direct Mail in Action 

Shoals of literature descend through the post 

upon the nation’s doctors who, in any case, 

have little time to spend upon anything not 

immediately related to their daily round. 

Direct mail shots aimed at them have to be 

outstanding before they can do an efficient 

selling job 

- ‘ 
How to make the doctors sit 
d k I 
‘ > 
up and take notice 
TIVHERE are something like the problem, therefore, resolves = 
§8.600 doctors in the _ itself under the following head he 

United Kingdom and the '"8 : 
Republic of Ireland who are ad a ya pe Bm “ 
. . octor’s ind o c ‘ 
being constantly mailed by duct’s name, and the com 
great number of pharma pany manufacturing it 
ceutical companies is @ An immediate picture of its : 


reckoned, in fact, that, on an 
average, each doctor receives 
something between seven and 
10 pieces of literature in his 
post every day 

Because most of the literature 
sent is stereotyped in presentation 
this process must become rather 
monotonous to the recipient, and 
it is generally agreed that a great 


deal of the literature eventually 


finds its way into the waste paper 
The reading time of a 
is extremely 


basket 


doctor limited and 


The inside illustration of this 
folder showed a woman split into 
three with the words “Pull your 
patient together specify 


Therapeutic Formula 


uses and indications 

@ Presentation, price, etc 

With these basic ideas in mind, 
E. R. Squibb & Sons, a division of 
one of America’s most important 
processing and manufacturing 
enterprises, Olin Mathieson 
Chemical Corporation, have, 
during the last few months, pro 
duced a comprehensive range of 
mailing shots designed to satisfy 
the above salient points 

They are certainly striking. For 
example, in the case of Noctec 
the rather hackneyed association 
of counting sheep with sleep has 
been used to full advantage in the 
design on this cover, and has been 
given contemporary approach 
treatment. When the folder opens 
the lady is discovered sound 
asleep with the last three letters 
of “sheep” forming the last three 
letters of “sleep.” The Noctec 
preparation is a hypnotic 
characterised by its pleasant taste 
and safe method of sedation 


Fruit flavoured anaesthetic 


Graneodin 
antibiotic preparation 
a suitable local anaesthetic, and 
raspberry flavoured The 
highly coloured cover of this par 
ticular piece of literature imme 
diately informs the doctor that it 
has to do with infections involv 
ing the mouth and throat. More 
over, the traditional “R,” which 
constitutes every prescription 
form, gives an immediate picture 
of the dosage 

Most of the vitamin prepara 
tions now marketed are normally 
advertised ethically by giving 
illustrated pictures of patients 
suffering from vitamin deficiency 
diseases. The “Absent vitamins” 
cover of the mailing shot for 
Therapeutic Formula gives, with 
humorous treatment, the most 
important factors over the stan 
It is a posi 
opening the 


lozenges are an 


containing 


are 


dardised office door 
tive 


invitation for 


This folder opens 
down a line which 
separates Si 


from LLP 
the 
peace fully 
because, 
feat 
NOCTEC 
vides safe 
freshing SLEEP 
The front of the 
folder is in a strik 
ing purple which 
shades off into 
blue at the top 
The wording is in 
yellow with 
Squibb red 


show 
resting 
the 
declare ‘ 

pro 
and re 


us 


unm 


folder 
tents 

In the case of Verdiviton Elixirs 
the poster approach has been 
applied to the mailing shot in 
such a way as to stress the three 
selling points 

@ Pleasantly flavoured 


and its con @ Easy to take 

@ Attractively coloured 

For Rubraton, a futurists 
humming top design with cut 
outs on the cover emphasises the 
chief selling point of this tonic a 
its efficacy in treating children’s 


anacmias 


investigating 


This arresting folder front cover illustration is in high natural colour 
with the letter “R° yellow upon black. A realisation of the 
conveyed by the bottom line 


dosage is 
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we don’t 
say we’re 
the cat’s 


whiskers 


That sort of claim gets you 


nowhere. What we do say is that as a direct mail 


agency we have roots but no grass underfoot. And in 


case we've ever given you the impression we're a 


high falutin crowd that think of nothing less than 


ten-shot campaigns in six colours, let’s say this: At 


CL we lavish as much care and attention on the 


straightforward facsimile letter, list-building, address- 


ing and mailing jobs as we do on those campaigns 


which bear our creative thumbprint. In fact our 


departments for handling this kind of work have been 


expanded to give a better than ever service. So if you've 


any mailing jobs on hand we'd like to hear of them. 


Bll 


About those roots — they go back 
to 1901. Our latest FACTS AND FIG- 
URES shows how we've moved with 


the times. It's yours for the asking. 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House Shaftesbury Avenue WCa Temple Bar 264: 


Octoper 28, 1955 


Direct Mail in Action 


A shot that shook 
Blackpool Tower 


A direct mailed account of how an office boy spent part of his 
holiday made national news and gained widespread publicity for 
a packaging and export shipping organisation. 


HEN Beck & Pollitzer, 
packaging contractors 
and export shippers, decided to 
advertise the facilities of their 
new Manchester depot through 
the letter box, they started a 
very successful direct mail 
story. 

A director of the company, 
C. A. Collis, approached British 
& International Addressing and 
asked them to devise a scheme 
that would bring their name 
before manufacturers in the 
Manchester area. The creative 
executive at BIA, Kenneth Monk, 
eventually decided that a letter 
might achieve this end and then 
wrote it. This is how it went: 

“Dear Sir, 

Our office boy went to 
Blackpool for his holiday this 
year, where he spent his time 
on one of the most diabolical 
plans ever conceived. 

He estimated that by using 
the entire resources of Beck & 
Pollitzer, he could dismantle, 
pack and ship the whole of 
Blackpool Tower to the United 
States within a week, 

Although we _ view his 
motives with horror, we must 
admit that his calculations are 
excellent, for should _ this 
national edifice ever have to be 
moved, Beck & Pollitzer could 
do it without losing a single 
. Pats 
The idea was approved and the 

letter reproduced in facsimile 
typewritin It was then sent 
under 14d. cover to 4,000 Man- 
chester firms, and the local office 
prepared to deal with any 
response that might come as a re- 
sult of it. 


Calls from hundreds 


Instead of the steady trickle 
they expected, they were 
inundated by calls from hun- 
dreds of recipients who were de- 
lighted at this novel approach. 
Humorous’ Lancashire voices 
asked for mock—but dire 
warnings to be passed on to the 
office boy (who was wondering 
what it was all about). Repre 
sentatives of Beck & Pollitzer 
found shrewd Northern business 
men greeting them with broad 
smiles on their faces, a copy of 
the circular in their hands and 


| an atmosphere of goodwill per- 


vading all. 

Other recipients had con- 
tacted the manager at Blackpool 
Tower, warning him to keep an 


| eye on his charge, and then the 
| inevitable happened—the press 


| 


got hold of the story 
Overnight the innoceat office 
boy became a celebrity, and 


when he arrived at his office 
the following morning, he 
found his way barred by more 
than 30 reporters and photo- 
graphers. He was asked if he 
had similar designs on the 
Victoria & Albert Memorial, 
the pyramids, and Birming- 
ham’s town hall. 
This story was given a big 
play by national and provin 
cial newspapers throughout the 


Telling them 


about cotton 


ORE than 10,000 retail 

shops and stores 
throughout the United King- 
dom have been sent two 
brochures which aim at 
increasing the demand for 
fabrics made from British 
two-fold cotton yarns. The 
brochures have been  pro- 
vided by the Manchester- 
based Cotton Yarn Doublers’ 
Association. 

This impressive direct mail 
operation to those who can 
powerfully aid sales is part of 
the drive to bring more busi- 
ness to Lancashire. 

One gives technical details 
of twoply yarns for the 
information of sales staff. The 
second is for consumers. 


country. Headlines referred to 
“Jimmy—the wonder office boy,” 
“The boy with his eye on Black- 
pool Tower,” “Jimmy—a future 
Prime Minister ?,” “An export 
enthusiast,” while more cynical 
nationals preferred “The fiend” 
and “No Finsteia.” 

Photographs of the tower itself 
were published with such cap- 
tions as “Not for sale” and 
another showed it with a huge 
card hanging from it that read 
“Not to be taken away.” 

Requests for copies of this 
letter have come in to Beck & 
Pollitzer from all over the 
country, some firms asking for 
as many as 20. Many recipients 
have framed their copies and 
hung them in officers 

The amount of goodwill that 
this letter has brought cannot 
be estimated, but the many 
concrete inquiries can. There is 
no doubt that the scheme to 
demand attention has paid off 
with a vengeance, and direct 
mail as a media has gained added 
strength. For their part Beck 
& Pollitzer won increased 
prestige—a fitting reward for 
their willingness to adopt an idea 
that was different. 
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ADVERTISER'S WEEKLY 


HAVE YOU WRITTEN 
FOR YOUR COPY YET? 


Requests for “DIRECT MAIL THROUGH SDW”—the 
newest, most up-to-date direct mail catalogue —are coming 
in from account executives, media managers, research 
experts, (yes, and managing directors too!) 


Away with modesty! We know it pays to advertise, so we're not 
going to keep quiet about the popularity of our new booklet. Apart 
from its useful information on direct mail, our pride — and everyone’s 
joy—is in the mailing list section. This provides an up-to-date 
reference for all who use this low cost medium. It gives you 
unparalleled coverage and concise classification — attributes which 
go years in the business have taught us are essential. So if you want 
quick decisions and clear thinking from the executives on your staff, 
don’t hesitate to send for “DIRECT MAIL THROUGH SDW”. 


Send for “DIRECT MAIL THROUGH SDW” today. 
Phone, write or simply send us your letterhead. 


SMITH, DALBY-WELGH 


POSTAL ADVERTISING CONTRACTORS 
Established 1868 


t1-12 HALF MOON COURT - LONDON .- E.C.1 - 


HERE ARE SOME OF THE 
PEOPLE YOU CAN REACH 
THROUGH SDW’'s ACCURATE 
AND COMPREHENSIVE 
MAILING LISTS 


16,744 Boot & Shoe Retailers 
50,000 Builders 
42,835 Butchers 
21,826 N.H.S. Doctors 
96,650 Retail Grocers & 
Provision Dealers 
15,416 Retail Ironmongers & 
Hardware Dealers 
15,809 Retail Chemists 
17,775 Factory & Office Canteens 
12,000 Women's Organisations 
20,000 Garages 
274,800 Premier Householders 
3,374,200 Shopping-by-Post List 


LTD 


Telephone: MON 9671 (5 lines) 


= - we “<y Daa Het 
: — ; - i 
PC 45 eC Re 
2 
be 
as 
f~ 
bt 
14 
Te 
-_ 
ri? of a : 
ss ods : ee ae a | om 
—_ Be .: | = 
_ 7 2 i BA! 
eee ; he } iu 
ue 'S ; a _ 4 
a s : rie ; aoe e ih ha 
nt eS ge <i!) al sh 
d og : mail Rok 7 5 7, 
ee — %G } cae 
Ma yee Hi] Ps 
> : - : 7 ew , { ; = 
aan a . i ce 
Pe: ast . . i ee i oP 
Fe \ . 
a 
ee | 
an 
re 
han 
a 
“2 
Pe 
ea 
an 
a 
‘ 
<a 
= 
ie 
- 
= 
; 
‘ cal 
i" 
BP | Be 
i, 5 
#; Zz 
mY 
800 = 
Ps _ | " 
om ? 
q tie * 
ae 
g 
a 
ae ee a A: sn 7 ee ie ama 4 ? es ie - “ a 2 2 
Le. a ‘Ss a - wees : ase Wi i = oy. tee aa 


ADVERTISER'S WEEK! Y 


nowhere. 


agency we have roots but no 
case we've ever given 
high falutin crowd that thin! 


ten-shot campaigns in six 


CL we lavish as 


What we do sa 


much cat 


we don’t 
say we’re 
the cat’s 


whiskers 


Thar sort of claim gets you 
that as a direct mail 
underfoot. And in 
impression we're a 
of nothing less than 
urs, lee’s say this: At 


ind attention on the 


straightforward facsimile letrer, list-building, address- 


ing and mailing job: 


» do on those campaigns 


which bear our creative thumbprint. In fact our 


departments for handling this kind of work have been 


expanded to give a better than « 


service. So if you've 


any mailing jobs on hand we'd like to hear of them. 


CL 


About those roots — they go back 
to 1901. Our latest FACTS AND FIG- 
URES shows how we've moved with 


the times. It's yours for the asking. 


CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House Shaftesbury Avenue WC2 Temple Bar 264: 
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Direct Mail in Action 


A shot that shook 
Blackpool ‘Tower 


A direct mailed eccouwnt of how an office boy spent part of bie 
holiday made national sews and gained widespread publicity for 
® packaging end export shipping organisation. 


\ THEN Beck Pollitzer, 


packaging tractors 
and export shipper cided to 
advertise the fax of their 
new Manchester t through 
the letter box, they started a 
very successful rect mail 
story 
A director of company, 
C. A. Collis, app ! British 
& International A essing and 
asked them to de scheme 
that would bring their name 
before manufacturers in the 
Manchester area The creative 
executive at BIA. Kenneth Monk, 
eventually decided it a letter 
might achieve this ! and then 
wrote it This is } it went: 
“Dear Sir 

Our offic € p went to 
Blackpool for hi liday this 
year, where he sp-ut his time 
on one of the m diabolical 
plans ever concei\ 

He estimated t/t by using 
the entire resour of Beck & 
Pollitzer, he could dismantle, 
pack and ship whole of 
Blackpool Tower to the United 
States within a wee! 

Although we view his 
motives with horr we must 
admit that his ca ations are 
excellent, for nuld this 


national edifice ever have to be 
moved, Beck & P: er could 
do it without losing a single 
nut j 

The idea was approved and the 


letter reproduced in facsimile 
typewriting. It was then sent 
under 14d. cover to 4.000 Man- 
chester firms, and the local office 


prepared to deal with any 
response that might come as a re- 
sult of it 


Calls from hundreds 


Instead of the steady trickle 
they expected, thes were 
inundated by calls from hun- 
dreds of recipients who were de- 
lighted at this novel approach. 
Humorous Lancashire voices 


asked for mock—but dire 
warnings to be passed on to the 
office boy (who was wondering 
what it was all about). Repre- 
sentatives of Beck & Pollitzer 
found shrewd Northern business- 
men greeting them with broad 
smiles on their faces, a copy of 
the circular in their hands and 
an atmosphere of goodwill per- 
vading all 

Other recipients had con- 
tacted the manager at Blackpool 
Tower, warning him to keep an 
eye on his charge, and then the 
inevitable happened—the press 


got hold of the story 
Overnight the innocent office 
boy became a celebrity, and 


when be arrived at his office 
the following morning, he 


the pyramids, and Birming- 

ham's town hall. 

This story was given a big 
play by national and provin 
cial newspapers throughout the 


Telling them 


about cotton 


ORE than 10,000 retail 

shops and stores 
throughout the United King- 
dom have been sent two 
brochures which aim at 
increasing the demand for 
fabrics made from British 
two-fold cotton yarns. The 
brochures have been pro- 
vided by the Manchester- 
based Cotton Yarn Doublers’ 
Association. 

This impressive direct mail 
operation to those who can 
powerfully aid sales is part of 
the drive to bring more busi- 
ness to Lancashire. 

One gives technical details 
of two-ply yarns for the 
information of sales staff. The 
second is for consumers. 


country. Headlines referred to 
“Jimmy—the wonder office boy,” 
“The boy with his eye on Black- 
pool Tower,” “Jimmy—a future 
Prime Minister ?," “An export 
enthusiast,” while more cynical 
nationals preferred “The fiend” 
and “No Einstein.” 

Photographs of the tower itself 
were published with such cap- 
tions as “Not for sale” and 
another showed it with a huge 
card hanging from it that read 
“Not to be taken away.” 

Requests for copies of this 
letter have come in to Beck & 
Pollitzer from all over the 
country, some firms asking for 
as many as 20. Many recipients 
have framed their copies and 
hung them in officers 

The amount of goodwill that 
this letter has brought cannot 
be estimated, but the many 
concrete inquiries can. There is 
no doubt that the scheme to 
demand attention has paid off 
with a vengeance, and direct 
mail as a media has gained added 


strength. For their part Beck 
& Pollitzer won increased 
prestige—a fitting reward for 


their willingness to adopt an idea 
that was different. 
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ADVERTISER'S WEEKLY 


HAVE YOU WRITTEN 
FOR YOUR COPY YET? 


Requests for “DIRECT MAIL THROUGH SDW”—the 
newest, most up-to-date direct mail catalogue—are coming 
in from account executives, media managers, research 
experts, (yes, and managing directors too!) 


Away with modesty! We know it pays to advertise, so we’re not 
going to keep quiet about the popularity of our new booklet. Apart 
from its useful information on direct mail, our pride — and everyone’s 
joy—is in the mailing list section. This provides an up-to-date 
reference for all who use this low cost medium. It gives you 
unparalleled coverage and concise classification —attributes which 
go years in the business have taught us are essential. So if you want 
quick decisions and clear thinking from the executives on your staff, 
don’t hesitate to send for “DIRECT MAIL THROUGH SDW”. 


Send for “DIRECT MAIL THROUGH SDW’” today. 
Phone, write or simply send us your letterhead. 


SMITH, DALBY-WELCH 


POSTAL ADVERTISING CONTRACTORS 
Established 1868 


tr-12 HALF MOON COURT - LONDON .«- E.C.1 - 


HERE ARE SOME OF THE 
PEOPLE YOU CAN REACH 
THROUGH SDW’'s ACCURATE 
AND COMPREHENSIVE 
MAILING LISTS 


16,744 Boot & Shoe Retailers 
50,000 Builders 
42,835 Butchers 
| 21,826 N.H.S. Doctors 
96,650 Retail Grocers & 
Provision Dealers 
15,416 Retail Ironmongers & 
Hardware Dealers 
15,809 Retail Chemists 
17,775 Factory & Office Canteens 
12,000 Women’s Organisations 
20,000 Garages 
274,800 Premier Householders 
3,374,200 Shopping-by-Post List 


LTD 


Telephone: MON 9671 (5 lines) 
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Direct Mail in Action 


A two-shot mailing with a sample of a factory floor was 
the first of a series of profitable promotions 


ACTORY floors pose many 


problems, one of them 
being the continual disintegra 
tion of concrete into dust 
which is then a menace tv 
machines, products and 
workers. The Watco concret 
hardener, made by Wat 
(Sales) Ltd, answers ti 
problem. The question the 
was, how to sell it by direct 
mail ? 

Towards the end of 1% 


campaign was planned to 
early the following year 
mailing list of 10,000 was 
haps, the casiest part of 
campaign to prepare. It was 
approach that was a bit of 
headache 

“Concrete dust is ruiming 5 
machinery’-—that line had 
virtue of truth but, in the 
perience of the direct mail hou 
handling the campaign, the sca 


approach is apt to scare ti 
prospect right away 

A solid, factual approact 
Too dull 

A gimmick? That was po 


sible but not a wo light- hear 
one 


Two shot campaign 


Finally the campaign resolved 
itself into a two shot job, ¢ 
shot consisting of a different p 
torial letter heading. but 
same reply paid card (coded 
replies) was used cach time 

The letter heading for shot 
one contained the gimmich 
two little transparent film bays 
one containing concrete dust 
from untreated concrete 

(actually obtained by ux 

of a specially designed wear 

machine) and the other «a 

negligible amount from a 

treated floor. The copy for the 

letter drove home the com 
: urgently demonstrated 
y the contents of the bags 


Both letters invited the retur: 
of the reply paid card for a copy 
of the booklet Factory Floo: 
Facts, which examines carefully 
the whole question of factory 
floorings, cost, and method of 
treatment application, etc The 


campaign was mailed in monthly 
batches, with a gap of one month 
between the shots—thus bringing 
in a continual flow of inquiries 
over the year 

This was the experimental run, 
and results were = sufficiently 
satisfactory to warrant continu 
ing the scheme during last year 

This time, the mailing list was 
increased, card indexed, and 
collated with Watco (Sales) Ltd.'s 
own customers, trial orders and 
inquiries, in order to remove 
duplicates and give a final list of 
12,000 prospects 

Two shots, cach with a reply 
card, were again decided upon 
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Concrete hardener 


Octoper 28, 1955 


campaign 


scores solid success 


the highly successful “dust 
heading was again used 
ugh this time for the second 
A new heading was de 
d for the first, as well as a 
reply card and copy for both 


5 


. 


Venture worth while 


rom the 24,000 letters mailed, 
¢ per cent of replies were 
ved. Although it has been 
ssible to trace the source of 
order received, the valuc 

se which were the specific 
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OO SOCErREROw Carl, (oeeee twee 


* aetheee af Sie Manes. Bare kee 


er fre, 


me of the direct mail cam Me ing SL pee Peeteny finer sees 
well repaid expenditure aif" 8 9? cmarete td eungen wig so somegs taeneey | 
Below the word ~ ~ . 

During the 18 months up to Effective life » input enns Qutenp- angie Grintinm, 10 cage 
December, 1954, turnover in- 9 and on Sa lr 
creased by nearly 50 per cent, piece of string wa pron} My dy hy Bp eth 
the greater part of the credit nad * fo th ne SeGeid aes eS eas 
for which has been given to ssc (Sale ve oe fae seins tear sin, Me 6 ems Se + we, Mee ww 
the campaign. This included conduct a_ novel ees Miho . 
both export and home trade. type of direct ma Sraae ane wae 

ring 1954 a second scheme campaign {iway 4px hand} 

un—this time to Belgium they find that it oéee 

the Belgian Congo The worth while me. 

ng lists were 3,300 in the yo: ete a 

of Belgium, and 1,000 for 

) ) ~ was 

{ Bo Ag ay Te been greater imulative as well as other Watco products 
yaign was spread across the effect of a secor s cam for garage floors, and on shop 
The same designs for letter paign has become apparent and domestic premises. A new 
cadings as for the United King The booklet Floor ro gg leaflet for despatch 
i were used, but both they Facts, was first prod n 1953 re a a “= was also 
d the letters themselves were enlarged during $ and has TT a and printed during 

translated into idiomatic French only lately bee eprinted with 
As a consequence, the turnover much additional n al. A For this year the same proce 
fe 1954 in Belgium and the = shorter version has so been dure is being followed, although 
( © was increased by some produced for rep press with entirely new letter heads 
per cent, and for the first advertisements from people wish and copy. Shot one is a foolscap 

»f this year the increase has ng to use the concret ardener sheet with a heading which re 


TREATMENT OF FLOORS 


SPECIALISTS t THE 


fer the attention of tht Hered he aw 
Dear oir 
(“mo * — Se “es ser «eo “lene “ge me ee ew ee 
The shaded portion along the top folds up and beneath the two 
porthole sections small transparent film bags were affixed One 
fhe i conside rable quantit f concrete dust and the other 


nevlivible amount, 


produces the cover design of the 
brochure in its own colours——red 
ind black 


The second shot has the gim 
mick—a quarto heading with a 
flap at the top, printed in orange 
and black, which asks: “How 
long is a piece of string ?" When 
the flap is lifted, a piece of string 
s found inside and indicating by 
the copy that the life of Watco 
far from being limited, is as long 
as the life of the floor—like the 
string, it is indefinite and just goes 
on and on 


As the inquiries come in, the 
card index is coded and kept up 
to date Work on next year's 
headings is complete and the 
copy is written. The direct mail 
selling of the Watco people s con 
crete hardener looks like lasting 
as long as the treatment itself 
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ood COPYANDIDEAS 
LEAFLET AND 
god BROCHURE DESIGN 
FACSIMILE LETTERS 
god AND PRINTING | 
MATCHING IN AND ADDRESSING 
FROM ACCURATE LISTS 


COLLATING, INSERTION — 
SEALING AND STAMPING — 


POSTING ON TIME 


You should contact Mr. S. C. Simmonds or Mr. G. Gonord at 
82-84 PECKHAM RYE, LONDON, S.E15. (Telephone: NEW CROSS 0331/3} 
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Direct Mail in Action 


Cellulose sponge sales raised by 


. spring-time shot to painters 


AN effective pattern linking The leaflet was in the form of a product. Glued to the top of the trated the type of jobs for which 
direct mail and advert :- riple folder carrying the slogan centre page was a small rectangle the sponge could be used. The 
ing has been followed by is dead easy” ona background of the sponge. The oy ee es card ~ ——— so 
: sions enting the pores of the factual, and small sketches illus- that orders received wou in- 
Sponcel Lid. in two campaig: —_ voiced and delivered through the 
this year. 4 J 2 wholesaler. 
The first was designed io sine. +} Display of shots at convention The shot was carefully timed 
late interest in a well-establish-’ ¢ to coincide with the annual 


product, the second to launch «a 
new line. The company ° 
facture cellulose sponges ‘or 
both industrial users and 
retail market. In both cases 
products are sold through who! 
salers. 


For some years the Spor 
“Decorators” sponge has b 
widely used by the trade. Ear 
in April this year a novel )ea! 
was mailed to over 8.500 pai 
and decorators throughout 
country. It was intended more » 
a reminder of the advantages 


Mailing the managers 


On March 28, a few days prior 
to the mailing, a personal letter 
from the sales manager was sent 
to all wholesalers telling them of 
the scheme. The letter pointed 
out that orders received would 
be fulfilled by them and sug- 
gested that stocks should be 
available to meet demand. A 
supply of leaflets and reply cards 
was offered to those who wished 


the sponge than as a hard-sc!\, . to use them locally. 

attempt to stimulate immed). the course of a sales convention organised in London last The mailing met with a good 
direct orders, although a ‘c; by E. R. Squibb & Sons, representatives studied a display of "esponse and a satisfactory num- 
paid card was included. firm's promotional materials including direct mail pieces. @ Continued on page 50 


saves 80 much t me ad a oo 


most forward thin! : ganisations consider 
installation of one to >< «s<nc:! to good adminis- 
tration. There is hardly a boos: id name in industry 
not in possession of a Rov: artment. 
When you have conside:« \ .venience of printing 
folders, booklets, catalogu. = ice Stationery within 
your own office, and the vy in time, expense and 


worry, you too will wonder ») ) you haven’t done some- 
thing about ROTAPRINT b« (ore. 


Post the enquiry form below ! details 
—our representative wil! ¢2!! oniy at your invitation. 


Rotaprint Limited, 
& Rotaprint House, 
fepriml | 22° 
London, N.W.9. 
Tel: COLindale 


8822 (12 lines). 


ENQUIRY FORM 


Please send, withour 


tons end fell detail of 
Rotaprine. 
NAME 


a ———ee vy 
Pin this Enquiry Form to your 
hetterheading and post to 

ROTAPRINT LTD. 

HONEYPOT LANE, 
LONDON, N.W.9. 
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WILL DO 


THE 


WORK OF 


Mogens 


One Bradma Machine in your office save: time, labour and costs. Invoicing, State- 
ments, Dividends, Wages and Salary Lists, Pay Envelopes and Addressing, can all 


be handled with amazing rapidity, by accurate, economical Bradma. 


Britioh ADDRESSING MACHINES AND BUSINESS SYSTEMS 


Manufactured in Great Britain for the markets of the World by 
ADREMA LIMITED, Telford Way, London, W.3. Tel: SHEpherds Bush 209! 
BRANCHES AND AGENCIES THROUGHOUT THE WORLD 
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Direct Mail in Action 


“Probably the best volume ever written 
on the subject, it is certainly the most 
comprehensive” 

-wrules WORLD S PRESS NEWS o 


f the first edition of 


How to Sell Successfully by 


DIRECT MAIL 


By J. Ww. W 


sponge 


Cassels 


SECOND (REVISED) EDITION NOW READY 


ect of direct mail 


procedure is « ' 

markably succinct volun In 384 
ten pages it shows how t ompue 

tr mailing lists plan and write 


tters, booklets, 


leaflets, and every . 
rect mail sales aid; test and tin Pp 
handle enquiries and mplaints . 
or, envelopes, print. Case histories G 
essful campaigns, and more thar . 
un { proved-effective sales letters and - 
t the way to profitable direct mail a if 
iness. Order your copy while ieee 
th supply lasts. 


we 


54°; cloth bownd; 
ver 100 silustrations. 


Fill in and Post To-day -—— 


RD LTD., Booksellers 
Street, London, W.1 


a 


of HOW TO SELL SUCCESSFULLY 
ost-free price of 22/- a copy 


sponge 


and decorator ed this 


ber of direct were re- 
ceived. It w ted by 
strong advertisir ide media 
and the wi 1 resulted 
in a marked case in sales of 
the decorator’s sjx 
New bath article 

A similar was used 
in May when pany intro- 
duced their new bath sponge 
and at the same | laced the 
transparent filn pers for 
their toilet range « a water- 
proof bag pack. In this case, 
however, the n ng was con- 
fined to wholesaler » build up 


stocks of the new line 
To launch the new sponge a 
bonus offer was made to re- 
tailers. This consisted of one 

free sponge together with a 

special display unit for each 

order of one dozen of the new 
size placed during May. 

On April 16, a letter from the 
sales manager was sent to all 
wholesalers. This gave details of 
the new sponge, the offer to re- 
tailers and a full explanation of 


Watch the look 


rTVHI mportance of the 


appearance of the envelope 
CALL IN H 


CARLTOGRAPH 


How To Sell Successfully By 
WATERLOO 6544 


NO OBJECT! 


For bigger and better enlargements 
for photographic prints in quantity 


WARNES 
DIRECT MAIL SERVICE 


London's speediest Mailing Service. 
IN TODAY—OUT TOMORROW 


Ask our representative 
to call. Keen quotations. > onan 
Van Collections 


WARNES, 10, Station Parade, $.W.12. 


64-SO LANCASTER STREET, LONDON, S.E.! 
3 The Parsonage, Manchester. Blackfriars 4052 


ATYVER TICLD'*c WwrerWwTY vv “7 


folder as a spread 
portion, 
shot 
wholesale 


New size cellulose bath 
boosted by pos 


a 


your anual suppaie: 
y he ere ye mer you 2a 
ay of re<rdeving 


Glued to the top centre 
More than 8,500 painters 
which stimulated the 


level 


sales at 


the way in which this would oper- 
ate. Attention was again drawn 
to the fact that orders sent direct 
to Sponcel would be invoiced and 
delivered through the wholesaler 

only the free sponge and dis- 
play unit being sent by Sponcel. 
A second letter on April 18 gave 
details of the new packs. 

Double-page spreads announc- 
ing the new sponge, the bonus 
offer and the new packs were in- 
serted in the trade press in the 
week ended April 30. The adver- 
tisement in the form of a leafiet 
and a specimen reply card accom 
panied the first letter to whole- 
salers. Further supplies of both 
of these were made available to 
those wholesalers who wished to 
have them. 


Much interest aroused 


The mailings produced an im- 
mediate response and good 
orders resulted. So great was the 
interest aroused by the bonus 
offer that at the end of May 
Sponcel decided to extend it from 
May 31 to June 25. 


of the envelope 


Direct Mail.* A special section 
deals with the comparative value 
of hand addressing or the use of 
a typewriter. 

The author states that he has 
not been able to find anyone who 
claimed that parellel tests have 


revealed any advantage cither 
way 

* How To Sell Successfully By Direct 
Mail, by J. W. W. Cassels, published by 


Business Publications Ltd., in association 
with B. T. Batsford Lid., 2is 


Pramas, SOS 10828 
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five editors 


ARE WHY THESE FIVE MAGAZINES LEAD IN THEIR FIELDS 


LOUIS MARKS 


At Balliol College, Oxfor ¢ gained an Italian Govern- 
ment Scholarship and to B.Litt. and Ph.D. He has 
written for History Toda me and Tide, and has an 
encyclopaedic knowledge types of literature which 
has given BOOKS AN! }OOKMEN its respected 
position in the literary wor 


PETER G. BAKER 


Has been a reporter and sub with Sussex Daily News and 
Brighton Evening Argus, ani for ten years chief reporter 
and feature writer for Kine Weekly. His combination of 
newspaper work and film reporting for the trade press has 
brought FILMS AND FILMING a unique respect 


PETER WILLIAMS 


Educated at Harrow and has been head designer for 
Jantzen, Daily Mail ballet critic, and four years assistant 
editor of Ballet. He has desngned four ballets and his 
combination of journalistic and balletic talent give DANCE 
AND DANCERS an experienced and authoritative 
content. 


Specimen copies on request 


EVAN SENIOR 


Studied music with a former Adelaide University music 
professor, and at 19 was Australia’s youngest musi 
director of a radio station, later a newspaper chief-sub, 
and London correspondent for Australian papers. His 
combination of musical and newspaper background has put 
MUSIC AND MUSICIANS at the head of the 20 
English music magazines. 


FRANK GRANVILLI 
BARKER 


Graduated in literature and music at the Umversty of 
Leeds, became PRO for the Carl Rosa Opera and was for 
4 years & he Stage as sub-editor and dramatic critu 
His knowledge of theatre people and theatre history, and 
practical newspaper experience has given PLAYS AND 
PLAYERS a tweliness exceptional among theatre 
magazines 


ACKNOWY LEDGED all over the world as the best 
English montilies devoted to books, music, films, theatre 
and ballet, these five magazines have negligible dupli- 
cation with a combined sale per issue exceeding 


100,000 


They are similar in size, style, production, price and 
advertisements rates. The group rate for a page (10°x 7"), 
in all five : izines, Or pro rata, is only 


£90 per page 

These magazines are quite unlike others in their fields 
The strong personalities of their editors invigorate every 
issuc, forming a bond between reader and magazine 
Advertisers, too, benefit from this unique association 
and loyalty Some recent new advertisers are 

PLAYERS NO. 3 CIGARETTES, RADIO TIMES 
& THE LISTENER, DAILY EXPRESS and H.M.S.O. 
Advertisements in the October issues reached a record 
total of 55 pages 


“tc. 
tn Published by Hansom Books, 2! Lower Belgrave Street, London, 5.W.! ’ Advertisement Manager: Anne Gardiner 
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Exhibition World 


In his monthly review, our EXHIBITIONS CORRESPONDENT 


records opinion on a piece of official policy 


Government attitude to foreign 
exhibitions causes surprise 


HE fact that the Govern 

ment has no intention of 
organising a national pavilion 
in an overseas trade fair and 
will offer no support to any 
firm which may attempt t& 
organise one is stated in an 
article in the Board of Trade 
Journal, \t deals with criticism 
of British displays in overseas 
fairs. 

This policy, states the article 
“has the full support of the com 
mittee of business men by whicl 
the Board of Trade is advised on 
exhibition matters Though it 
may, of course, sometimes result 
in other countries appearing \ 
outshine Britain in the eye of the 
public, visible effect is not neces 
sarily the same thing, even in t 


long run, as return on money 
spent 
Serving the interest 
“The Government,” the article 


“sees mo reason to 
oppose the view widely held in 
British industry that, wherever 
adequate trade sections are avail- 
able in a trade fair as well as 
national pavilions, the interests 
of firms will best be served 
their ¢€xhibiting in those trade 
sections.” 

This statement has caused 
surprise in exhibition cicc\cs, 
particularly among those firms 
who are consistent exhib! tors 
overseas. They take the view 
that the withdrawing of sup- 
port by the Government means 
loss of prestige for Britain, as 
single exhibits in various trade 
sections are outshadowed by 
the foreign exhibits, whereas a 
British pavilion provides a 
focal point for buyers. 

I understand it is likely that an 
approach to the Government for 
a reconsideration of their decision 


L7TD 


continues, 


SULL 


' sabes j 


urself’ 
rnational Handicrafts Exhibition. The 
Charles Munro and built by A. S 


was the 


o be made by a number 
who are regular exhibi- 
erseas fairs and exhibi 


« * * 
on the subject of over 
s, | was interested in the 
nade by the Daily Tele 
respondent who covered 
sh Fair in Copenhagen 
ed his report by saying 
scottish troops taking part 
ve been applauded in the 
s. If trade follows the flag 
rere are a few of the 600 British 
firms exhibiting here who will 
have more reason to be grateful 
to regimental sergeant majors 
thar their sales directors.” 
Chis indictment, I am afraid, is 
not only confined to this one fair 
I have noticed myself at conti 
mental fairs and exhibitions that 
many representatives of British 
firms are apt to look upon their 
job as being in the nature of a 
pleasure jaunt. 


< 


The window of 
the Ingersoll stand 
at the Inter 

national Watch 
and Jewellery 
Trade Fair was 
designed by I 

Ransome Smith 

Among visitors to 
the stand on the 


first day were the 

Swiss Minister 

Armien Daeniker 
—and Sabrina. 


theme of the De 


La Rue stand at the 
stand was designed 


Worth & Co., Ltd 


US cool and 


cold show 


Il ALWAYS welcome news of en 
terprise in the exhibition world 
and I note that it has been left 
to the United States to run an 
Air Conditioning and Refrigera 
tion Exposition—at Atlantic City, 


November 28-December 1 
Although I realise that our 
summer this year has been out 


of-the-ordinary for this country, 


the majority of the wiser folks 
over here now know that air 
conditioning and _ refrigeration 
are not only summer luxuries, 
but essential hygienic adjuncts 
to modern iife. Therefore, 
1 suggest that it would be an 


idea if a special show were put on 
in this country covering these 
two modern necessities 

Chairman of the Atlantic City 
Show, Mr. Goggin, says: “Indus 
trial development has progressed 
so fast that control of tempera- 
ture and humidity is one of the 
most important elements in both 
maintenance of quality and re- 
duction of production costs.” 

There will be 232 exhibitors at 
the exposition, and their displays 
will cover 88,000 square feet 

* * * 

THIS YEAR'S National Poultry 
Show, Olympia, December 7-9, 
will be the largest in its history 
The display of live poultry will 
comprise 259 individual classes, 
including all standard breeds of 

@ Continued on page 54 
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Forthcoming Events 
(to November 16) 


Nov. 8-19, Woman 
Exhibition, Kings Hall, Belfast ; 
Nov. 11-19, Scottish Motor Ex- 
hibition, Kelvin Hall, Glasgow ; 
Nov. 12-19, International Bicycle 
and Motor Cycle Exhibition, 
Earls Court; Nov. 14-18, The 
London Medical Exhibition, New 
Horticultural Hall; Nov. 14-18, 
Boys’ and Girls’ Clothing Trade 
Fair, Royal Albert Hall, 
London; Nov. 15-26, “Evening 
Gazette” Home and Beauty Ex- 
hibition, Olympia, Blackpool ; 
Nov 16-26, Newcastle Ideal 
Home and Trade Exhibition, 
Northumberland Bath Hall, New- 
castle; Nov. 16-26, Eastbourne 
Ideal Home and Trades Exhibi- 
tion, Winter Gardens, East- 
bourne; Nov. 16-30, Building 
Exhibition, Olympia. 


and ttorme 


Cool customer 


The portability of modern cool- 


ing fans in America wi he 
demonstrated at the forthcoming 
air conditioning show in Atlantic 

City. 
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\fr. John Delaney, Managing Director,/ & H Cocksil 
Camden Exhibition & Display Ltd., John Delaney i 


New group with unique combination of display and transport services 


The well-known London exhibition and 
. . The * Movement’ service ensures that a 
display company, John & Henry Cocks client’s display material is actually used 
, nd not relegated to the retailer's cellar 
Ltd., announce that they have taken over Displage — destaned ond built u the 
the Camden Joinery Mill and Display Co. DISPLAY ee edeats att beeed ie ee 


then transported and erected in the show 


Ltd. From now on thi company will MOVEMENT room. Later the display is dismantied 


and either transferred to another retailer's 


be known as Camden Exhibition & Dis- San EPA erat aay Giianee font 


free, movement over any distance costs 


play Ltd.—with the personality and driving [Eo 
force of Mr. John Delaney behind it. 


Unique in many ways, because of its association with 
J. &. H. Cocks Ltd., C.E.D. now offer a complete display 
movement including transport and installation. Now both 
old and new clients can be certain of a completely integrated 
service smoothly organised to handle every aspect of display 
work—designing, construction, exhibition stand fitting, silk 
screen printing and metal work. 
Speciality of J. & H. Cocks Litd., Contemporary 
Exhibition shell schemes with metal uprights, attractive 
facia, solid mahogany flooring at extremely low cost for 


quality. The above is an example from a recent exhibition 
at the London University 


! DELANEY Gamden Exhibition & Display Nd 


2 RUFUS STREET, LONDON, N.!/. Telephone : SHOreditch 8399. 
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ADVERTISER'S WEEKLY 


THE 
PAINT | 
MEDIUM | 


The right paint medium is of 


fundamental importance 
whether it concerns a raw 
material or a trade journal. 
The Paint, Of] and Colour 
Journal is the only journal in 
its field which has the authority 
of an ABC certificate behind 
its circulation figures. Each 
copy has a proved average of 
four readers. It is just a fact that 
all executives in the industry 
regard it as their journal. 


Advertising rates from the Paint, O 
Colour Journal, 63/86, Farringdon Siree 
London, B.C A. Telephone: City 4788 9 604 


“a The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 
It is the only N per 
printed and publi in 
DUMFRIES. 


Ask for Specimen Copy, Rate 
Card, and Map showing where 
the “Standard” circulates. 
ABC Weekly Circulation 
35,128 


HEAD OFFICE: 
133 High Street, Dumfries. 
Telephone 19. 


BRANCH OFFICE: 
Castle Street, Kirkcudbright. 
Telephone 145. 


LONDON OFFICE: 

B. Greenwood, Ltd., 231-2 
Strand, W.C. 

Telephone, City 5906-8. 


FORTHCOMING 
EXHIBITIONS 


RENOVA 
EXHIBITIONS LTD. 


| |DEALHOMES & TRADES 
| EXHIBITION 
| 
| 


| THE WINTER GARDENS 


BOURNEMOUTH 


Aorll 28th—May 9th, 1956 


iD 
- 
ir 


|| IDEALHOMES & TRADES 
| EXHIBITION 


THE DRILL HALL 


COVENTRY 


‘ay 23rd—june 2nd, 1956 


 \DEALHOMES & TRADES 
EXHIBITION 
THE MUSIC HALL 


ABERDEEN 


¢ 12th—july 28th, 1956 


=) 


/DEALHOMES & TRADES 
EXHIBITION 
ICE RINK 


FALKIRK 


} 
| Aug. | lth—Aug. 25th, 1956 


IDEALHOMES & TRADES 


EXHIBITION 
NORTHERN MEETING 
ROOMS 


INVERNESS 


Sept. 29th—Oct. |3th, 1956 


We have pleasure in announcing 
the above exhibitions for our 
1956 programme. Organisation 
and advertising assured the suc- 
cess of previous exhibitions. 
Send now for details and plans 


RENOVA 
EXHIBITIONSLTD. 


24 MIDDLE STREET, 
BRIGHTON, SUSSEX 
Tele: Brighton 27167 (two lines) 


Octoper 28, 1955 


Early rush for space in 


next year’s 


One of the few lesigned”’ 
recent British Fair at Copenhagen 
Gilbey's wines and 
Majo. Visitors expr 

were making the 
chickens, turkeys ks and 
geese, and the prizes \ amount 
to over £2,000 

Among numerous her ex 
hibits demonstrating the strength 
of Britain’s poultr istry will 
be a complete pack ig station 
showing the prepara! of birds 
for marketing—from plucking to 
quick freezing—and three fully 
equipped kitchens giving continu 
ous cooking demonstrations 

* * - 

THE GENERAL manager of 

Renova Exhibitions t i. 
vir 1956 


Johnston, told me 
plans when I met h 
the other day 

At the Winte 
Bournemouth, Apr 


n Brighton 


Crardens,, 
28-May 9, 


they w be putting on their 
third annual exhib This is 
an extremely popular show 
which rates a high attendance 
Already, Mr. Johnston tells me, 
past exhibitors have practically 
book up the exhibition 
* * * 

Renova Exuipirion Lrp. are 
we known in the regions of 
Scotland, and for 1956 three 
exhibitions have been arranged 
The first is in the Music Hall, 
Aberdeen, July 12-28, followed 


by one in Falkirk, August 11-25, 
and one in Inverness, September 
29-October 13. I was told that 
the Falkirk exhibition should 
prove of great interest 


Three types of 
wrap were featured 
on the stand taken 
by Transparent 
Paper Lid., at the 


Bakers Exhibition 
lately held at 
Oly mpia, London. 


exhibits at the “Tivoli 
was the above 
The exhibit was designed by W. M. de 


i interest in the new Gilbey 


exhibitions 


—_ ~— — er 


section of the 
which featured 


gift packs which 


arance in the country for the first time 


THere were, I hear, 127 
exhibitors at the Minibition held 
im conjunction with the confer- 
ence of the Purchasing Officers’ 
Association, held in Cliftonville, 
September 29-October 2. 

The first prize for the best dis- 


play was won by the Long 
Meadow Felt Co., with a colour- 
ful and eye-catching exhibit 


made entirely of felt The 
judges of the displays were Ken- 
neth Horne, managing director 
of BIF Ltd.; H. J. C. Carte, 
president of the Margate Cham 
ber of Commerce; and Peter 
Mytton-Davies, an industrial 
journalist 


Overseas Events 
(to November 25) 


Nov. 3-21, Childhood, Youth 
and Family Exhibition, Paris. 
Nov. 5-14, Food Industries and 


Trades Equipment Exhibition, 
Paris; Nov. 5-14, International 
Packaging Exhibition, Paris; 
Nov. 8-10, National Packaging 
Exposition, Toronto ; Nov. 12-20, 
International Toy Exhibition. 
Stockholm; Nov. 1417, I/nter- 
national Automation Exposition. 
Chicago ; Nov. 25-Dec. 11, /nter- 
Bogota, 


national Industrial Fair 
Colombia. 
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Design and Construct 


anything 
FOR AN 
EXHIBITION 


anywhere 


Stand-fitting, Lighting 
decorative displays...you 

find that no other organiza 
tion offers such comprehen 
sive exhibition services—or 


such friendly co-operation 


OLYMPIA LIMIT: Oo 


The story goes that the great W was so impressed by one 
witty retort at his expense that he exclaimed, rather wistfully, “I 
wish / had said that.’" Back came Wh! r’s instant and shattering 
retort, ‘‘ You will, Oscar, you will.’ 

There was only one Wilde but he had no monopoly of the faculty of 
recognising a good thing when he met i. good Advertising Agency 
does it many times every day. Which is why we suspect that, 
sooner or later, you who read this w discover that you need a 
GRANT PROJECTOR. If you do not already possess one — 


“You will, Oscar, 
you will!” 


“The day will come,” we quote from an acknowledged authority 

on advertising design and layout, *‘ whenastudio withouta GRANT 
PROJECTOR will be regarded as belonging to a bygone era.” 
Full details, including (if desired) the source of the quotation, 
from GRANT PRODUCTION CO., LTD., 4 Rathbone Place, 
London, W.1 (MUSeum 8717), 47 Cornwall Street, Birmingham 3 
(Central 4131) or 7 Little Park Street, Coventry (64978) 


ADVERTISER'S WEEKLY 


SCOTLANDS OWN 


IDEAL HOME 
EXHIBITION 


WAVERLEY MARKET, EDINBURGH 
May 2nd. to May 19th. 1956 


This is our third Exhibition at the 
Waverley Market, Edinburgh and it 
is generally acknowledged that the two 
preceding ones were the most success- 
ful organised in the provinces for many 
years. 

This year we have commissioned 
Rowland Emett to produce his idea of an 
Ideal Home—only one of the many 
attractions which will make this Exhibi- 
tion the greatest yet. 


The 46th. year 
The Birmingham Mail 


NATIONAL TRADES 


HOMES & GARDENS 
EXHIBITION 


BINCLEY HALL, BIRMINGHAM 
March 28th. to April 21st. 1956 


The Exhibition which will appeal to 
everyone in the Midlands, with its 
beautiful gardens, bands and numerous 
attractions 


SPACE IN THESE EXHIBITIONS IS 
IN GREAT DEMAND—BOOK NOW 
Send for prospectus and plans to— 


Herbert Daniel Exhibitions 
° Clifford Srreer 


London 
Telephone Wed ORGANIZERS 
— HIGH CLASS 
(SLINES) EXHIBITIONS 
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For widespread coverage 
of the Dutch market and ~ 
predominating readership 
in the Amsterdam area 


HET PARGOL 


Holland's leading independent national daily 


Subscribers: 
AMSTERDAM ~ - - 
REST OF HOLLAND - 


90,000 
50,000 
140,000 


* 
London Office: 
FRANK L. CRANE, 6” Fleet Street, E.C.4 
Ck Ntrw Sil 


Their liteline - your exports 
A valuable market within your grasp 
Vital foodstuffs, clothung and those little extra luxuries are 


tH ! spends £ 94 milhon a year 
on trade with the UK to provide her families with a high 


important to the Dutc! 


standard of living 


Het Vrue Volks readers ar ohes, 52% with children 
lolland through the family 


national danly 


under 16. Increase your sa 


readership of Holland's large 


Het VrijeVolk 


A PRESS TL 
_ nee 


14, Dover Street, London. W | Mayfair 861% 
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Rapid expansion of Dutch 
consumer markets 


The Dutch market is undergoing expansion all the way round. 
The size of the population continues to increase and more 
foreign trade is the aim. 


[tHE population of Holland 
is steadily increasing and 
in the larger centres the upward 


movement of the figure is 
remarkable. 
The overall population § in- 


crease has been 1.5 per cent since 
1949, and in the three main cities 
of Amsterdam, Rotterdam and 
The Hague, the increase since the 
war has been greater than that 
of pre-war; in other areas of 
over 100,000, however, the re- 
verse is the case. In the vicinity 
of the larger cities, smaller 
suburban communities are grow- 


ng at a greater rate than inside 
the cities themselves 

For example, the largest in- 
creased percentage population 
since the war has been in 


Nicuwer-Amstel, outside Amster- 
dam and Viaardingen, suburb 
Rotterdam. The largest popula- 
tion increases have taken place 
in The Hague and Arnhem, which 
were heavily evacuated and have 
returning The lowest 
have been n Amsterdam, 
Groningen and Haarlem. 


Metal industry success 


According to official statistics 


recently issued, industrial pro 
duction during the first five 
months of this vear was cight 


for the same 
The highest in- 
crease (17 per cent) was in the 
metal industry Other figures 
have been given as seven per cent 
in the chemical industry, seven 
per cent in the paper industries, 
four per cent leather and rubber 
articles, four per cent gas, elec- 
tricity and water, and four per 
cent food and drinks 

Expenditure per family during 
the first four months of 1955 has 
revealed a total consumption nine 
per cent higher than during the 
same period of the previous year 
This was higher than the expected 
figure of four per cent which had 
been estimated as the probable 
increase for this period. In fact, 
the deviations from the original 
estimates are so great that these 
have been cancelled The in- 
creased expenditure on food and 
drinks was as high as 10 per cent, 
whereas 2.4 per cent had been 
expected 


per cent higher than 
period of 1954 


The large increases in expendi 


ture have not been due to in- 
creased prices This fact is 
apparent from the increased con- 
sumption by quantities. The total 
quantity increased by seven per 
cent as against 2.3 per cent ex- 
pected. The largest increase in 


expenditure was for solid goods 
(furniture, etc.. goods of a per- 
manent nature): these increased 
by 15 per cent in value or 11 per 
cent in quantity 


HOLLAND 


Since 1952, national savings in 
Holland have steadily increased. 
Savings have increased more 
strongly with the general banks 
and government stocks and less 
through agrarian co-operatives 

This country is not one that any 
British exporter can afford to 
neglect The market is under- 
going expansion all round. This 
can be seen, for example, in the 
field of autocycles, scooters, and 
cycles with ancillary motors. On 
August 1, 1953, there were 
283,000 cycles. On August 1, 
1954, there were 375,000 or an 
increase of 33 per cent. It is clear 
that saturation point has not yet 
been reached 

Moreover, the Dutch do not 
need to be persuaded of the value 
of trade with Britain 

“International trade has for 
many a century moulded the 
economic activity of our people,” 
said Minister Zijlstra on the 
occasion of the 40th anniversary 
of the foundation of the Federa- 
tion of Dutch Manufacturers. 


Foreign trade progress 


In a review of the recovery and 


revival of the Netherlands’ 
economy published this year, 
B. Bolger of Rotterdam says: 


“The results of the development 
of our international trade is 
shown by the continuous rise in 
our imports and exports. If we 
take 1948 at 100 then imports 
from 1950 up to 1954 were 
quantitatively 144, 147, 131, 156 
and 196 = respectively while 
exports gained even more (again 
taking 1948 at 100) from 1950 up 
to 1954 inclusive, 204, 242, 256, 
292 and 344 respectively. 

“In 1954 total imports were 
over 42.3 million tons to a value 
of 10,700 million guilders; total 
exports 23.9 million tons to a 
value of 9,000 million guilders. 
This shows clearly that, taking 
into account the rise in popula- 
tion and the deterioration of 
money value, pre-war activity 
was greatly exceeded. In con- 
clusion it may be stated that 
trade has completely recovered 
during the 10 years following the 
liberation Nevertheless there 
are still too many impediments 
in the field of international trade 
which do not permit our trade 
to spread its wings sufficiently as 
yet to reach its full flight.” 
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Selling prospects for UK sweatin, “rower stv 


native is increasing. Conse- 
quently, this population con- 


in Portuguese E. Africa ie sui ect itor 


ETAILS of new and_ mercial employees, the majority 


by UK exporters of the cheap 
consumer goods which appeal 
to such people. 


vigorous measures which ©! whom are of modest means Newcomers to trade in the 
are being taken to develop and On the other hand, with the country are warned that, generaily 
exploit Portuguese East Afriea opening up and development = speaking, they must be prepared 
are described in a recently pub- of the territory the large native to face and overcome stiff com 
lished official British report.* population is slowly evolving petition. However, British made 
It is stressed that these and developing a taste for a goods enjoy a good reputation 


measures provide and pre- 
sumably will provide for some 


variety of cheap European con- = and complaints about quality and 


years to come—a market of 
interest to United Kingdom 
exporters. 

While a few industries are 
starting up in the country, the 
author points out that it is highly 
unlikely that Mozambique will 
ever become industrialised, and 
highly probable that it will con- 
tinue to be obliged to import the 
bulk of its consumer goods, of 
which the UK has always been 
a leading supplier 

So far as the market for con- 
sumer goods is concerned, the 
survey points out that must 
always be remembered that the 
European population is very 
small, and that the bulk of it 
comprises government and com 


we4, 


* Economic and Commercial Condi 


\dvertising on t 


he Grand Canal 


tions in Portuguese East Africa, by irgee-scale poster campaign has recently been launched by the 
HM Censul-General at Lourenc ino organisation in Italy to promote sales of thé ompany s 
Marques Obtainable from HM j j pase ys! : 

Stationery Office, Kingsway, London main fhove is a display arranged aiong the Gt Canal in 
W.C.2. and branches, price 2s. 64 Venice 


HERALD 


EVENING POST 


he Cape Eastern Province is the home of 13°), of 


EasTERN PRoviINCE 


ADVERT R'S EK 


delivery have been rare. The 
survey gives some  essentia 
factors which UK exporters musi 
take into account if they wish te 
maintain and develop their trade 
in this market, 


Print machinery 
market in Italy 


UIDANCE to manufacturers 
of printing and bookbinding 
machinery in the United 
Kingdom, concerning exports to 
Italy, is contained in a recent 
issued report from the Board of 
Trade 
Prepared by the commercia 
department of the British 
Embassy in Rome, with the hel; 
of HM consular officers im Ita 
the reports includes a lis 
Italian daily newspapers, the 
addresses, and also their circula 
tions, as well as a st of so 
leading Italian publishers 
Italians say the quality and 


precision work of UK machin 
is said to be excellent and Uk 
machinery praised is =o bein 
strong, well finished thoug 
German machines are alleges 
even better finished), relat 
and relatively simple to operat 
Operational speeds are reported 
to be ‘slow, as mpcred wit 
those of United States’ machir 
and the appeal to the c UK 


machinery ts less than that of th 
Italian 


eee sell to South Africa’s 


fastest growing 
industrial area 


In Port Elizabeth and Uitenhage—fourth largest 
industrial area in South Africa— 


t family in § depends on the motor, sweet, textile, 
tyre and boot and shoe industries. 


South Africa’s population (al! races) possessing employers. 


14% of the purchaser consuming power. Key city 


of the Eastern Province is Port Elizabeth, seaport, p-a 


and industrial centre. Nearby Uitenhage forms one 
continuous market with Port Elizabeth and is itself 
an important manufacturing and railway centre. 
Only two daily papers are published in this area and 
the prosperous inland farming districts—The Eastern Province Herald (Mornings 


Monday-Saturday) and the Evening Post. 


NEWSPAPER REPRESENTATIVES LTD. 
Thanet House, 

231-232 Strand, 

LONDON, W.C.2. 


The latter publishes a week-end 
magazine edition which, in the absence of Sunday newspapers, has a very wide 
provincial circulation. All enquiries—circulations/rates—cordially welcomed. 


THE ADVERTISEMENT MANAGER 
Eastern Province Newspapers Ltd., 
P.O. Box 1117, 

PORT ELIZABETH, SOUTH AFRICA 


Railways and Shipping services are also important 
Value of industrial production exceeds Lgo0,000,000 


Wool is chief source of hinterland wealth. Citrus, 
apple and pineapples are also of major importance. 


@ ViTENHAGE 


PORT ELIZABETH 


x 1rormpR OR. 1955 
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Packaging and Point-of-Sale Display 


Floral designs for new 
nylon packs 


and displays 


By OLR PACKAGING CORRESPONDEN! 


TINH packs for the mins tour nylon styles which are 0 attract buy who follow the This display unit has four sections 
Christmastide are be : promoted extensively stars A lot of people down ~ side for nylon style 
, mm ‘der Bar-—-no runs top or * * * letails he message links with 
ginaing to pour into th *1560-——the finest ‘Fifteens VERY CONSIDERABLE display on current advertising 
with rather more pace price”; “Comfort—in 30 commercial televis is being 
volume than in years pa 18 denier with a crepe given by Edward p & Sons ¢ 
iS just One more indication “Stretchies—top to toe Lid, to the Christmas gift () > th » ll 
the enhanced advertising sta! Ne tofice packages They ire ver i¢ wa 
of retail containers, a m « a * ertainly attract) d one can 
ment which was under » understand why th rm wishes 
even before commercial! ne THe ¢ hristmas gift trade to show them t Ny people 
Hosiery Mills Ltd. have a is possible 
vision arrived But the , s ‘ 
eaturing the signs of the Figh ( ful display 
culty always is to select on the top along wit! avs) hav , recent! 
fairness those for ment ope details on the inside idded to Sha id ange of 
the restricted space availa! This is something which, it sales aid [ s, one fo 
Something must be said oO me, is quite new in the ach «varie f “Super-Kreem’ 
ever, of the really first-rate fl package line and is likel flee CHA lesigned to 
design boxes in which Hows uke af tractiv w using a 
Ford & Co., Ltd., will be pack: ninimum quantit f “live” 
their “Bear Brand” nylons. T? ’ offee (tw iN 
certainly appeal to the cye Hexagon f shape and 
not in a “knock out” fash finished in a varic { pleasing 
No expert in the ty of p ’ f ch t firm's sever 
contained in them F oss th b. tins, they featu Sir Kreemy 
ing of “quality.” The Kout™ in differer es. They 
“atmosphere” of the box k ¢ an undoubted es asset to 
that inevitable 1y counter or window and were 
lesigned and produced fo This scene from a Sharp's 
All-season contain« Sharp's vy Beri Press Ltd toffee television commercial film 
The “Bear Brand” peopic are @ Continued on page 60 strongly features the package. 


also making bold use of the 
non-seasonal” container in the 
latest advertising film A stil 


from a scene is presented at the 
top of this column 

To link up with their nationa 
advertising campaign, Howard 


Ford are also presenting a dis / ens the zodiac on the 
play unit, with four compart le—and what they all mean 
ments containing cards featuring n the inside of the lid 


The floral iesien 
on the Christmas This set of four wire flower display units, each two feet high, ts 


gift Bear Brand ndividually coloured red, blue, yellow and white. Fashion keved 
stocking boxes are Ballito nylon stockings with red colour banding are draped through 
extremely attrac ih entre of the red fiower, stockings with biue colour banding go 
rive They induce through the centre of the blue flower and so on. The Ballito people 
im pressions of were the first to abandon the gauge and denier identification and 
quality about the substitute this four colour classification (red for country wear; blue 


for town wear: yellow for afternoons; white for special occasions) 
The agents are G. S. Royds Lid 


contents 
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POINT OF SALE ATTRACTION 


FACIA ADVERTISING 


Ocroper 28, 1955 


Parent Application Ne. 13246 $4 


AN ENTIRELY NEW FIELD OF DISPLAY TO ADVERTISERS 
REQUIRING UNEQUALLED POINT OF SALE ATTRACTION 
COMBINED WITH STRONG POSTER APPEAL 


An advertisement on the space expressly built for the shopkeepe: wn display ; including a centre 


panel signwritten to the retailer's instructions. 


Security of tenure guaranteed on our protected sites ensuring terrupted continuance of display 


thus eliminating al! wastage. 
A clean colourful display of standard size efficiently dry-posted . with changes of design as required 


Specially selected sites on shops in busy areas where they are most effective ; and larger space is 


+t + 


unobtainable. 


We welcome your enquiries for a national or test campaign using this new outstanding medium. Many 
thousands of these sites owned and maintained by us, are now being successfully used by National 


Advertisers. 


FACIA ADVERTISING LIMITED 


(A Branch of The Arthur Maiden Organisation) 
24, MOUNT PLEASANT, LIVERPOOL, 3. 
ROYAL 196!—5 Lines 
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Fackestes_ond_ Fete‘: 
ry EXHIBITIONS & DISPLAYS 
THEATRE & EXHIBITION | 
| CONTRACTORS LTD. 
| 


ah 
if f 


26 Progress Way Croydon 2624 


Specialists in Exhibition, EXHIBITIONS & DISPLAYS SILK SCREEN SERVICES 


Feature Construction, 


Seage Decor and Scenery | AUTOMATIC DEMONSTRATION 
Why not put your TV Feature For exhibitions and store displays 
or Exhibition— u TELE-SOUND speech syn << 


1 cnr ' mits mpletety auto- 
re or purchase 


\ : WEYBRIDGE, LTO 
We heve complete equipment os ° 5 

- 76, Rochester Row, S.W.! 
supplied to VIC 292 


Radiolympia . Radio Earls Court 


aE ——— 


EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL SCREEN PROCESS PRINTERS 


¥ pon livers “shay WATSON (\onom fF0 ° -42.HOXTON SO 
re pe hs Replicards Ld. osi2s00%"°8<°,., 
DISPLAY BASSEIN PARK RO. ARC 624! oe 
UNITS IM | LONDON - Wiz 


New jelly Tn DESIGN 
; oes 4363, DISPLAY 
package a Kak EXHIBITION prt 5 a 
RECENTLY INTRODUCED - SILK-SCREEN i OUTS - DISPLAYS 
Chivers jolly cryemle ‘pack. ot | Berta Studios Ltd. ea a SILK 


yuler This the second re 
Sten thy to Gown Gepn done by | L&A Displa Ltd ALL THE ABOVE SCREEN PRINTING 
THM Partners for this con | ! isplays Ltd. SERVICES ARE CARRIED Lorge or smo// quentities 


the first was for Christma f } OUT IN OUR OWN WORKS on ony meoteria/ 
pudding which introduced the new 


Chivers “shape” behind the name | ' indow Displays CLIENTS ARE INVITED TO INSPECT 


block. This new “shape” t anit 
incorporated on all the REPLICA HOUSE, 


packaging sy Exhibition Stand BAVARIA ROAD, N.,19 
Colours used for the jelly | y 
are lime green at the front'and |  Combractors SILK SCREEN MATERIALS 


green, dark cedar, ‘s introd 112M 
: . sh Manette St., London, W.1 
for the ground colour o GERrecd 6757 ’ SILK and 


family “shape.” which is used a 


a background to the Chivers name 
block and the royal warra t LS SCREEN POSTERS (all sizes) 


es ake white DISPLAD LTD PRINTERS SHOWCARDS & DISPLAY 


used for the lettering at the SUPPLIES UNITS 
to balance the weight « the CASTLEFIELOS SILK SCREENED or 


Continued e6 GRORGE HALL'S 
© Continued on page 6 MANCHESTER IS seecak COPY 


r “t BLACKFRIARS 0856 of course 
Mobile dispenser a WITH GEORGE HALL (Seles) LTD. p g D ADVERTISING 
= 111 Wellington Road, South, 35 Merton Rd., London, SW18 


Stockport. Tel. STO 3375. Telephone: VANOYKE 6860 
WHITE HART STUDIOS is aa 


Fe ne mai SILK SCREEN SERVICES 
ONES S OS GRAY FOR QUALITY 


SINGLE OR QUANTITY SILK- SCREEN PRINTING 
io : AND PROMPT DELI 
RUBSER LATEX. Silk Screen LIVERY 
OYDON, SURREY. Printers 
Phone : Croydon 1343 


Sign, Display and Outdoor 
Publicity Contractors 


Wultiple Display 
PENNANTS Units 
TO ANY DESIGN 


For Advertising and Gift purposes Frost A Ward 


Cotourtul and eye-catching. An excellent ad 
Advertising Medium 17 Chiltern Street, London, W.! 


Produced by Miles sriffin ELGEE 7 WEL. 2563 owc " POSTERS 
Ltd hor Brown & Polson j 3S Marshall Street, London, W.! elephone 3 WINDOW BILLS + CUT-OUTS ex 


this mobile is also a d enser Tel. GER 0585 LICENSED DAY-C.LO Painreas 


| 
| % ee & E 
"Salgeae - 3 } 
a . carers | | Kato: | 
Ee? 4 Spots r 
SE y 
ak a 
ge 
et. 
RAYSIGN WORKS 
eunwam ROAD. .OnDOH. 7 
Bs 7 
: esl | _ ne 
| , SINR, 
| 57 BAYHAM PLACE ww, 


SILK SCREEN 


jane 
LETTERPRESS 


la powerful combination for | 
| tong or short runs of colour | 
printing. Any Material 


 OBELISK PRENSA SIGASLTD | 


| Myron Place, London, S.E.13 | 
Lee Green 6! 33/4 


HYPNOCOLOR 


Rated 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Or. Johnson's House) 


Telephone: CITY 2787 


v 


PACKING 


FGCURTIS 


BME 246 MxKRS. 
AS PRINTING £ 
PACKAGING 
SPECIALISTS 


85 HAYDONS RD 
WIMBLEDON, S.WI9 
fe. LIBERTY 45/4 


| DESPATCHING 
| SHOWCARDS! 
| 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
city at the most reasonable 
cost and with the utmost 


speed. Write or phone 


| E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 


CAN 246! 


SIGN-WRITING 


Ss. MOORE & CO. 
SIGNWRITERS 


| Spectalets w typeface lettering. Wood 
otters cut to designers’ requirements 


35, Goodge Street, London W.1 
Tel.: LAN 4034 


28 BRIXTON ROAD 
SIGNMAKERS & WRITERS 
SILK SCREEN PRINTERS 
EXHIBITION & VAN WRITERS 
TELEPHONE BRIXTON 1628 


ADVERTISER'S WI 


Packaging and 


ERLY 


of-Sale Displa» 


> LONDON 
ART 

SERVICE 
LTD 


Artists’ Agents representing < 


many well known artists 


1 |, HEDDON STREET, 
REGENT STREET, 

LONDON, w.! | 

REGENT 8377 Legal Tages Se 


packaged ice cr 


“shape.” Instruc 
foreign languages 
also im cedar 

Red is used as a 
for the stylised jel 
front and for the f 
ends of the pack 
flavour (one of six) | 
The s 
used for the ite 
dozen packe 


THE 


TUDOR ART AGENCY LTD. 


representing 
FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C4 
HOLbern 884) ChtAncery 3508 


ton white 


one 
flavours 
back pulls dow! 
top 

Chivers themsely 
responsible | tt 


COMMERCIAL ARTISTS both packs and out 
AND RETOUCHERS . 


A PACKAGING develo; 


importance to comm 
is the new brush « 
been brought ou 


Newton Ltd Design " 


I he smal up f 


Boyce, this is a sturdy y« 


weight cardboard cy 
holds up t a dor 
firmly in place 


COMMERCIAL ARTISTS 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
— NORTH 3327-8 — 


VERY RARE 
* photographic ’ 
RETOUCHING 


oe Rnotura! retouching 


essential to good odvertusing 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.! 


YOUR COMMERCIAL VEHICLE 


ms seen daily by thousands ke 


a valuable ADVERTISING SITE 
on wheels, Are you using t to the best 
advantage | 


We will supply DESIGNS & COLOUR 
SCHEMES to equirement. 
and execute the job for rou expertly 


HARROW SIGNS 
& Decorations 
Creftemen Signeriters 
Experienced Artists 
evr 4, Sandringham Cres. 
sows Seuth Merrow, Midds 
ESTABLISHED SCE 1945 


meet your 


The new 
Rexall 


ine 


Drue Co 
picture thal gained 
graph i the Month 


Lid 
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ADVERTISER'S WEEKLY 


Overseas 
advertising 
associations 


In response to nun rv 
requests, ADVERTISERS Wrtk! 
publishes below a list of o 
veas advertising oreganisatior 


Africa, Fast 
Advertising Agents’ 
of East Africa, PO 
Nairobi. East Africa 


Africa, South 


Associat 
Box ‘4% 


t 


Newspaper Press Union of Sout! 


Africa, 501, Fifth Floor 
chard Street, Johannesbury 

Advertising Agents’ Ax» 
of South Africa, 509. SA 
Buildings, Harrison Strect 
nesburg 


“ Pp 


Australia 

Australian Newspaper 
tors’ Association, 375 Ge« 
Sydney 

Australian Newspaper 
19 Bridge Street, Sydney 

Australian Associatior 
National Advertisers, 14 5; 
Street. Sydney 

Australian Association of 
ising Agencies. Wingecllo 
Ange! Place, Sydney 

Advertising Institute of Au 
GUIOOF Building, 149 C astk 
Street, Sydney 


Belgium 
Union Belge des Annonce 
rue Belliard, Brussels 
Pédération Belge de la Put 
112 rue de Tréves, Brussels 


Canada 
Canadian Association of Ad 
tising Agencies, | Delisle Av 
Toronto 7. Ontario 
Association of Canadian Ad 
tisers Inc. 701 Federal Building 
8S Richmond Street, Toror 
Ontario 
Periodical Press Associatior 
Wellington Street W Toror 
Ontario 
Denmark 
Copenhagen Newspape: 
Raadhuspladsen 4. Copen! 
Danske Reklamebureau 4 
cheforening Krystalgad: f 
Copenhagen K 


Irish Association of Advertising 
Agencies, % Dawson Street, Dublin 
a 


Finland 
Suomen Mainosia Myyntiyhdisiys 
(Advertising and Sclling Association 
of Finland), Umarinkatu |. Hel 
sinki 
France 
Fédération Francaise de ta Publ 
cné. 27 bis Avenue de Villiers 
Paris, ie 


Syndicat National des Agents de 
Publicité, 27 bis Avenue de Villiers 
Paris, 17 


Greece 
Pan-Hellenic Advertising Associa 
tion, DITS Advertising Agency 
Georgiou Stavrou Street I$, Athens 
India 
Advertising Agencies Associavion 
of India. c/o National Advertising 


Service Ltd. Post Box No. ‘1! 
Fort, Bombay 
Federazione Italiana di Pubbdii 


cita, Via Dogana 2. Milan 

Associazione di Organizzacioni di 
Tecnica Pubblicitaria, Via Dogana 2, 
Milan 


@ Continued on page 63 


’ 


é ve Selikan 


- 
> Waterproet Drawing tnks, (9 
- rieane ades and black 2/5 of 
4 ee '/Sc. 1 co bottle Ie 
- Poster Colour Neo. 730, « strongly 
” swering glue-tempers, dries with « 
moothness, 75 shades. | oz 
4 giees jer 2/?7¢d PLAKA 
rt Nn emulsion cc r of 
. properties 
. 2) shades, | oz. jar . 48m 
GRAPH OS drawing sntan pe 
-- with large assortment of interchange 

. able steel nibs for technic 


free bend Grawing and lettering 
ee supply by Mail, postage paid. Send for 
further particulars 


TANGFORD & HILL LTD. 


* warms sreerr omen 


)o0o0se 


artists’ 
brushes 


, desler for VINCI brushes or 
rw toe: 
L. P. Brush Co. Led., 
‘¢ Seephen’s Gdns., London, W.2 


RTY 
0U84ND 


PHOTOGRAPHS 


of Horticultural Interest 
communicate with 
REGINALD A. MALBY & CO. 
(HELMSPORD RD., WOODFORD, 
i Eis 
BUCAbarst 0222 


Phone: Hol. 8641/2 


ALERT 


67.9) LAMBS CONDUIT ST.. W.C! 
Otrectors 
P. Millward, F. Halls 


House to House distribution of 
circulars ete. by men under efficient 
supervision. Envelope Addressing 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling 


PROCESS ENGRAVERS 


leading the way 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


ovesean HOU, ™ Cire fT 
e.sseow CrTT avers 
* qvense @sseow- 


BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Sceel dies for meta! 
NOSSS & AYCKBOVURN 
14 CLERKENWELL GREER, EC! 


i 


GE 0474 tet. ever @ years 
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MISCELLANEOUS 


= 


DIE-STAMPING 


FOR ALL 


ENGRAVED STATIONERY 
FRANK E. SEARY LTD. 


Cramer $t., Marylebone High St., W.1 
WEL 5248 


PRINTING TRADE 


PLASTOIC 


BINDING 
now at 


Griffith 


PRINTERS SINCE 1850 


Prompt service on 
Plastoic 
now 


Binding 
offered by 
W. P. GRIFFITH & SONS LTD 
154 Clerkenwe!! Road, 
London, E.C.1 
Telephone; Terminus 7363 


TRADE ENQUIRIES WELCOMED 


ADVERTISING SERVICES 


POINT OF SALE 
ADVERTISING 


LTD. 


Specialists in the production and 
placing of advertising material for 
all uses 
London Office: 


98, Wimpole Street, London, W.! 
MUSeum 2366 


Screen Production Units: 
Lonsdale Hall, Lonsdale Road, 
Dorking, Surrey. 
Portfolios of Samples are available 


for the use of Advertising Agents 
and their Clients. 


ervice 
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> 


ADVERTISING NOVELTIES 


BADGES OF 
DISTINCTION 


In olden days «& 
badge was the dis- 
tinctive mark of at 
Knight in armour 
In modern times 
RODEN badges are 
used to distinguish 
product — your 
members and your repre- 
sentatives. Send today 
for samples and prices 


GOODWILL GIFTS 
FOR XMAS 


Please enquire NOW for details of our 
large range of gifts suitable for aii 
requirements 
CITY SUPPLIES COMPANY 
(ADVERTISING GIFTS) 
M COPTHALL AVENUE, £02 
NAT 625) 


JOHN WATTS 
"(SHEFFIELD & LONDON) LTD 


for 
PRESENTATION & ADVERTISING 
GIFTS, 


manufacturers of 
Fine Cutlery 
Cutlery Canteens 
Pen Knives 
Crown Cork Openers 
Corkscrews 
Paper Knives 
Tie Presses 
Pneumatic Trouser Presses 
Estebiished | 765. 
May we send you our Catalogue’ 
)OWN WATTS (SHEFFIELD & LONDON) LTO., 
LAMBERT WORKS, SHEFFIELD, 3 


LATEST IMOVELTY "INGQDAY BY DAY ZPADS 

CALENDIARY Regd. 

LARGE RANGE OF GOODWILL 
XMAS GIFTS 


ANGLO FANCY PROOUCTS LTO 


Manulecturers. 
‘266, Belsize Road, N We 
Telephone. MAI 0867 () lines) 


CONVEX LTD. 
roe 


PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
4) BRECKNOCK BROAD, N? 

PHONE. GUA, 4877-2848 
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ad. mgr. 3 
blows up... 


— 


. « « and pats head of Account 
Executive, who thought of 
‘“Gartex’’ advertising balloons. 
They're always before the 
public's eye, reminding selling 
.. Swelling sales. Your ‘‘Gartex”’ 
order is printed to sell your 
product. For details, write 
Sales office, Young & F 
Rubber Co., Ltd., Garfie 
Road, Wimbledon, S.W.1!9. 
—_ ul 


PHOTOGRAPHERS 


Photographic 


- 
Prints) si 
ANY 
Write or Phone | QUANTITY 


photowarl.” 


—€ LILYWHITE LTD. 
Peat Yorkshire. Phone: 120 
73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0936-9 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 

"Phone FRO 10/8, 1019 
Photographic Illustration Ltd 
85 Cromwell Road, $.W.7 


4imiTeo 


COWDEROY 
AND MOSS 


Photographers & Colour Specialists 


25 MANCHESTER SQUARE, W.! 
Telephone: HUNecer 991! (2 lines) 


1000 
C1000 000 


PH AY 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. — 


RENTRAL 5300 or 7921 


See Ware abovt 


Publicity Pictures 


with a rews angle 


ACK WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


ACK WARE (Phrep eee) LTD. 
MBs Basinghal! St. Londen. C2 
eT entene W008! 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


IVE “ANT eI JANC OMS 
AT D) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 


Advertising, Display 
and Exhibition 


PHOTOGRAPHERS 


COMMAND 


A STAPF TOTAL OF 


1,000 YEARS 
EXPERIENCE 


FOR ALL 


ENLARGING 


REQUIREMENTS 


and DELIVERIES 
LONDON AREA—TWICE DAILY 


your 


COMMERCIAL AND 
COLOUR PHOTOGRAPHERS 


SHOWCARDS 


© CONVEX LTD. 
CUT-OUT, EMBOSSED 

COLOURED, SILK SCREENED 
CELLULOID PRINTING 


41 GRECKNOCK ROAD, Mie 
PHONE GUL, 4677-2848 


CUT-OUT LETTERS 


display 
lettering 


py eee A, ready gummed, 


Rey Range of sizes 
weet inches 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Rood, London, W.I! 


Hague 


Tel. PARK 943! 
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Overseas 
advertising 


associations 


continued 


Japan 
Nihon Shimbun Kyokai (The 
Japan Newspaper Publishers’ and 
Fditors’ Association) 6. 7chome 
Ginza Nishi, Tokyo 
Netherlands 
Vereniging V Erkende Adve: 
tentieQyreaux (Dutch Association of 
Recognised Adv sng Agencies) 


NZ oorburewal MS. Amsterdam 
Organisation of Publishers § of 
Penodicals Raamwce 12 The 


New Zealand 

New Zealand \ f 

Advertising Agencies, PO Box |491 
Wellington 

Newspaper Proy t Associa 
tion of New Zealand Inc . Dominion 


Building, Mercer Street, Wellington 


Norway 

Autoriserte Rek ! ‘ I 
ening, co AS Hoydal 
Roalds Amundsensgt | 


Spaio 
de Pub lad de | 
Klad Ku 
o 5S, Madrid 


Instituto 
Public 


Jose Anton 


co \venida 


Sweden 
Newspaper Pubtis ‘ 


nin ta 16 


Swedish 
Association Dro 
Stockholm 

Swedish Adv 
Sveavagen 25.27. Stock 

Auktoriserade \ sbyraers 
Forening (Association of tho 
Advertising Agence turega 
tan Il, Stockl 


tise Ass thon 


Switzerland 
Bund Schweiz tn Keklame 
berater ct D Hi ) weilier 
Lintheschergasse | 7 
Swiss Adve 
Bieicherweg | 


rising \ 


Zitsich, 2 


United States of America 

American Asso f Adve 
tising Agence! + Lex 
Avenue, 

Advertising 
America, 2 
York 19. NY 

Amer’ an Newspaper Put hers 
Associauion, 370 Leamington Avenue 
New York 17, NY 

Association of 
users In 285 


National Ady 
Madiwon Avenu 


New York 17, NY 

Advertising Research Foy 
1) West 42nd Street 
NY 


indation 


New York 


Trade with Russia 
talk to ISMA 


“Trade With Russia” was the 
subject of a talk given by D. I 
Graham director Crompton 
Parkinson Ltd, to the Man 
chester branch of the Incorpor 
ated Sales Managers’ Association 
recently 


Mr. Graham took part in a 
recent trade mission to Russa 
and he showed film strips of 


photographs which he took dur 
ing bis tour of the country 


: ro 63 ee 7 
| Su pplies eee : R. FOX L™ a : 
. sees FF aa oF HAMPSTEAD, H.W ; 
L_overisng noverris Le 
| : PHOTOGRAPHIC PRINTS parE ae | — 
| . 
: | = 
| ; ; ool g 
a 
?. aa 
FARRINGDON : 
| STUDIOS 
CITY L 
: : ——— rr q 
a) — oe | 
| a | 
| tat ais a | : 
— i—e 
—— 


ADVERTISER'S WEEKLY 64 Octoper 28, 1955 


THIS WAS A CARLTON DRAWING 


‘ATIONAL PRESS ADVERTISEMENT 
GE Y: Osborne-Peacock Co. Ltd 
ART IRECTION: K. Friedeberger 


M. Savino 


ISER- The Cellular Clothing Co. Ltda 
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THE GRAPHIC ARTS 
-—a weekly news survey 


CONDUCTED 


BY ROGER 


DARCY 


Compromise in printing 
wage negoliations? 
JOINT MEETING POINTER TO PROGRESS 


From all reports, the discussions betw«cn the priating trades unions 
and the British Federation of Master lrinters and the Newspaper 
Society are going smoothly. But the trade is keeping its collective 


Drive for new 
Small Offset 


members 


The Small Offset Association 
has announced its objects, and 
is to carry out a drive for new 
members The Association is 
cemprised primarily of plate- 
makers who supply small offset 
plates to the printing industry 


W. C. Cubberiey, publicity 
officer of the Association, told 
a recent meeting that at the 
moment the organisation was 
suffering from “growing pains,” 
but the day would come when 
the Association would have a 
great effect on the printing 
ndustry 

Object of the Association, 


which was formed a year ago, is 
to organise the companies, firms 
or individuals engaged in smal! 
offset so that they can co-operate 
in all matters § affecting the 
Association, its members and the 
trade within the country 

Mr. Cubberiey said that at the 
moment there were 17 members 
all in the London area, but it 
was their aim to draw new mem- 
bers from all over the country 

“There are 40 potential mem- 
bers in London alone, and if 
membership can be increased to 
include provincial firms, the 
number could easily reach 60, 
he added 


Catalogues in Exeter 


The 100 Good Catalogues 
Exhibition, sponsored jointly by 
the British Federation of Master 
Printers and the Council of 
Industrial Design. has been on 
show at the Royal Albert 
Memorial Museum, Exeter. this 
week, in its tour of provincial 
centres. The exhibition's visit to 
Exeter was arranged by the 
Exeter and District Master 
Printers’ Alliance 


Rep retires 


Alfred Shepherd, representa- 
tive of Shackell Edwards & Co.. 
Ltd., printing ink manufacturers 
has retired after more than 
years’ service 


fingers crossed. 


I ier, the master printers 
“ conceding a consolidation 
ot cost-of-living bonus into 
the sic rate, made it clear that 
the ould not grant any further 
ex on to the basic rate unless 

sions were given by the 
on apprentices and the 
wer situation generally 
unions reacted strongly to 
ggestion They said that 
Ss unions were more con 
ce with manpower questions 
tha thers, and that if the em 


p » persisted in their attitude 
i would lead to “guerrilla war 


far hroughout the trade 
Optimism 
I thought that some sort of 
ce omise is being worked out 
In case some progress seems 
t ndicated because there was 
a int meeting between the 
oyers and unions on Wed 
nesday this week 
Discussions must, in any case 
end soon, because the five-year 
ag nents are up on Wednesday 
November 16, and unless new 
agreements can be reached by 
that date there will be no national! 


ay nents at all 
/ s the desire of both unions 
mployvers that there be new 
ig ments and it is certainly in 
the interest of print buyers that 
both sides of the industry sort 
fhe situation out soon 


In any case, there is likely to 
be a rise in the cost of printing 
Its extent depends on what the 
employers concede in the way of 
wage increases and the extent to 
which these can be absorbed b; 
more productivity 

Productivity in its” turn 
depends on the willingness of the 
unions to meet the master 
printers’ requests for more skilled 
labour and an acceptance of work 
measurement schemes. 


UK sales company 


The development in the activi 
ties of Aga Standard Ltd., which 
is predominantly an exporting 
company, has made it necessary 
to form a new company, exclu 
sively concerned with sales in the 
United Kingdom of printing 
accessories and machinery The 
new company is known as 
Agaprinta Lid. and the new 
address is 11 Vine Hill, London, 
E.C.1 


6s 
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Sunday Tim pr i 

V. E. Walker, chairman of Linotype & Machinery Lid., speaking at 1h 

annual award presentation lunch. On the left is the editor of the © Sunday 
Times,” H Hodson 


World to see Newspaper 
Design Award winners 


Britain, Australia, South 
Africa, Canada, and the USA are 
likely to see each other's best- 
designed newspapers next year. 

This was announced by F. T 
Colley, editor of Paper and Print 
at the Savoy luncheon on Friday 
at which the annual awards for 
newspaper design were presented 
He said that arrangements were 
now well advanced for cach of 
the countries to put on annual 
exhibition a composite display of 
each other's winning newspapers 

Mr. Colley, whose 
paper, Printing Wor 
the competition under 
age of Linotypx 


associate 
organised 
the patron 
and Machinery 


Ltd.. said that, although British 
newspapers showed an average 
level of design qua higher 
than that of the pa of other 
countries, many were deficient in 
the basic ingredient presenta 
tion —legibilit 
1956 panel 

He announced that xl year's 
panel of judges would be: Su 
Gordon Russell, dire Coun 
cil of Industrial De Frank 
P. Restall, of the H ot-Watt 
College ; and Will Carter, of The 
Rampant Lion Press imbridge 

The prizes were presented by 

E. Walker, chairman and man 
aging director, Lit pe and 
Machinery Lid “ id there 
was every reason eve that 
the competition v have a 
permanent place in the printing 
calendar 

“The Oscar of New sper Pro 
duction” was the pl used to 
describe the ma ward by 
H \ Hodson edit of the 
Sunday Times, this urs winner 

It was appropr he said 
that this supreme award should 
have been such a sc thing 
between the Sunday Times and 
their admired rivals the 
Observer 

He added: “The success and 
beauty of a newspaper depends 


on a great many factors, such as 
the relationship between editorial 
and advertising. 


Photo process 
link-up 


As the result of negotiatc 
just concluded, the Monotype 
Corporation Lid. and Pictoria 
Machinery Lid. w henceforth 
work in close association in the 
development and marketing of 
high precision photo mechanica 
equipment, a field in which the 
latter company has been active 
since 1919 

The arrangement ensures tha 
the two organisations, while main 


taining their separate entities, wil 


each be able to benefit from the 
other's techmecal resources and 
marketing experience 

Pictorial Machinery brings to 
the collaboration ar nate 
knowledge of the cur pro 
blems and foreseen needs of 


printers in the rapid 
photo-litho field 
Monotype brings to it 
tional enginecring 
gether with a worldwide 
and service organisation 


. Pel rt . 
JIC) OFFICERS 

At the Joimt Industrial Council 
of the Printing and Allied Trades 
annual meeting at Cheltenham 
last week Ww A Morrison 
general secretary of the National 
Unton of Printing, Bookbinding 
and Paperworkers, was elected 
chairman for the coming 
Ww Hope Collins managing 
director, Wm. Collins Sons ind 
Co., Lid., Glasgow, and a former 
president of the British Federa 
tion of Master Printers, was 
elected vice-chairman 


New litho books 


expanding 
excep 


lac tics 
selling 


year 


The Lithographic Technical 
Foundation of New York is 
publishing three new books 
They are Lithographic Offset 
Press Operating; Offset Plate 
making-—-Deep Etch; and Offset 


Stripping-Color 
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TRICKS UP HER SLEEVE FOR USA 


EEXECUTIVE and executs 
phrase has been aptly use 
describe Mrs. P. G. Windebank 


who directed “ Shippam's Gui 
the Opera” which won the 
for cartoons at the Monte < 
Festival. From the days w! 
studied en- 

graving and 

etching at the 

Chelsea Art 


School to her 
present ac- 


tivity with 
WwW. M. Lar- 
kins & Co 


(founded by 
her brother), 
where she 
handles the 
advertising 
film division, 
and with the 
Guild Tele 
vision Ser 
vice, of which 


she is a director, Phil Wind 
career has revealed a rare « 
tion of artistry and org 
ability 


This career has taken in con 
art, free-lance display desig: 
studios and advertising 
independent display consulta 
wartime film production 
now busily engaged in pr: 


ADVERTISING * 


* ROE NV F:. 


If you're plot: 


it will pay you 
ground floor belore 
works. Remem)h 


worse impression | 
be sure of a big ban 
the guy with the expe 


showcards. 


HAR 


THE FIRM WITH 


distinctive 


Tel: REGent 


to le 
‘ - 


effects for a whole series of 
mercials for the USA 
\ pleasant house in Charles Street, 
yfair, has, since 1946, provided a 
creet facade for the hive of activity 
is the Larkins Studio. In 1947 
company became an associate of 
Film Producers’ Guild 


* + . 


WEARLY 50,000 miles have been 
1 by John Rodgers, MP, direc 
the J. Walter Thompson 
ny, on a round-the-world 
m which he has just re 
He visited Karachi and 
k In Australia he flew to 
Melbourne Adclaide Bris 
d Canberra In all these 
made speeches as a Mem 
“arlament, dealing with the 
and financial relations 
the two countries 

ilso visited JWT offices at 
ne and Sydney, in San 

co and in New York 

* . * 
XW advertisement representalivc 
Kemp's group of publishing 


nics  S. Serafin. He has 
an «officer in the French 

Legion, a Polish Cavalry 
a barrister, and a forcign 
pondent for a Polish iltus 
magazine He once inter 


d Mussolini 


* NAGER’S CORNER 


VBER” 


reate a real sensation 


( Harris in on the 


vou start the fire- 
\othing makes a 


scheme that goes 


off like a damp squib so if you want to 


when you light the 


blue paper, why not hand the job over to 


rience? 


clever cut-outs by 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29.30 KINGLY STREET, LONDON, W.! 


1295.47 


1955 


Octoser 28, 


Stanley J. Collett (right) 


sentatives of Esso Petroleum 
and T. A. Clift. = Pictorial 


relations for next year 


Nothing bar-red 
"THERE were so many gimmicks 


and so many drinks at a_ party 
organised by Norman McGregor 
Thomson, of Melnncs Thomson 
Advertising. Glasgow, the other day 
that guests might be excused if they 
were a little confused about it ail 
But nobody was Icft in any doubt 
that the main aim was to promot: 


Nectar sherry, newly introduced in 
Scotland 

The party was held in the fore 
castle of a clipper ship, S. V. Car 


rick, which is moored in the Clyde 


and used as the premises of the 
RNVR Club. As it was a classical 
party, there were Grecian columns 
(as well as Glasgow columnists) 
there and the Nectar was served by 


goddesses in beautiful 
lums (or maybe “pepla”’) 

Toby O’Brien, who had organised 
the London party, admitted that 
Glasgow had certainly done some 
thing different 

Host was handsom 
Don Pedro 
Marques de 
of Gonzalez 
sherry shippers \i 76 
ing for taken 
season when class 
he is a living test 


white pep 


grey-dearded 

Gonzalez Gordon, 
Torre Soto and director 
Byass & Co., Ltd 
years sips a 
fying his sherrics 


ynial to the pre 


servative prop. of wine (R. 
William Byass | active at 9S") 
The Marques wore « Gordon tie as 
of right, since his ther was Marta 
Gordon, of Aberdonian ancestry 

* 7 . 


Oxrorp GUesus College), where he 
played in the University chess team 
four years with the RASC in the 
Middle East, Ceylon, India, and a 
year mm the Himalayas learning 
Japanese (') comprise part of the 
David Pickard, who 
appointed a director 
of Research 
Services Lid 
Over the last 
five years he 
has spent a 
good deal of 
his time in 
the runnin 
of Researc 
Services’ 
Continuing 
Marketing 
Survey He 
calculates that 


background ol 
been 


has now 


just before 

Christmas an 

’ investigator 
will some- 

where in Great Britain take the 
100,000th interview on this survey 
Mr. Pickard is a member of the 
council of the Market Research 


Society, and has played a large part 
im organising weekend courses in 
market research, and in planning 
the Society's recent successful summer 
school in Oxford 


director of Pictorial Publicity 
1958S World Ploughing Contest at U ppsala 

R. B. SawreyCookson, N. F. 
Publicity 


Ss contest 


Coe 


with 


Lid. 
in Sweden three 
will handle advertising and public 
to be held in England 


The captain who, with 65 other 
Russian sailors, was entertained to 
tea by Selfridge’s recently is 


greeted by the store's public relations 
officer, Geoffrey G. Young. After 
tea the party toured the store 
* * * 


Tue visit which J. W. Parris, jount 
managing director of G. Strect & 
Co., Lid., is now paying to South 
Africa and Southern Rhodesia is by 
no means his first. Periodically and 
alternately he visits these territories, 


and the agency's other joint manag 
ing director, J. E. Harrison, goers to 
Canada and the United States. | 


gather that this is Mr. Parris’s third 


or fourth visit; Mr. Harrison has 
done his journey for the last 20 
years 


Representing the expanding busi 
ness of his clients and also contact 
ing the agency's Overseas associates 


will keep Mr. Parris away until 
early December 
He joined the agency about 44 


years ago, and became joint manse 
ing director about I! years ago 
* * . 


Di RING a brief golfing holiday 
in Sussex, D. J. Ferguson, director 
of T. B. Browne Ltd.. played on 10 
different courses and returned an 
average of 73 per round 


CONTACT 
WEEK'S WISECRACK 


a“ 


“Sorry your display arrived 
at the wrong place, old boy. 


Carruthers confused the 
Dairy Show with the Mech- 
anical Handling Exhibi- 


tion.” 


cman 
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If you know a 


rather exceptional 


ACCOUNT EXECUTIVE- 
please show him this 


URING THE PAST few years | ovote, 
po & Belding Ltd. has made 
some pretty rapid progress. In 194° our 
billing was £350,000. This year it w\\\ be 
more than £2,500,000. The average |:ess 
billing increase of the 30 top agencies in 
1954 over 1953 was 24.15%. Our. was 
51.2%, — the highest of any. Our staff 
now numbers 200, and is still growing 
fast 

All this may be because our clients, 
old and new, just like the colour of our 
eyes. On the other hand, it may be 
because they like our work. Knowing 
our clients — and the colour of our eyes 

we feel bound to incline towards the 
latter view 

Whatever the reason, it has meant 
that a great number of opportunities has 
arisen for bright, keen young people who 
were ready and able to take additional 
responsibility. 

We always try to fill these openings 
with the ‘up and coming * members of 
our own staff, but sometimes the 
openings come before any of our 
existing staff are ready to fill them. Then 
we have to look outside. 

One such opportunity exists now 

We have one group of accounts 
handled by three good account executives 
who report individually to a director 
While the director would still be 
ultimately responsible, we believe it 
would be of benefit to these clients if we 
were to appoint a group supervisor to 
make his contribution to these accounts 


and take some of the day-to-day routine 
off the director. That is the man we seck 

We shall know the man as soon as we 
meet him. We have such men in the 
agency now but they are filling 
similar positions already. We have such 
men coming up — but they are not yet 
sufficiently experienced for this particular 
vacancy. Their time will come 

He is a man who must be instantly 
respected for his greater experience by 
the executives he must supervise. He is a 
man whose judgment, integrity and 
advice our clients will respect. He is a 
marketing man, an analytical thinker 
and a creative thinker. He is almost 
certainly an M.1.P.A. He isn’t over 50 
because we are all under 50. He isn't 
under 30 — because if he were, he 
wouldn't have the experience we want 

Do you know such a man” If you do 
would you please show him this? (Who 
knows, it might even be you.) 

SOME FACTS ABOUT F.C.B. that may 
interest him — or you 

1. Foote, Cone & Belding has offices 
in London, New York, Chicago, Los 
Angeles, San Francisco, Hollywood 
Houston, Montreal and Mexico 

2. It is the 6th largest advertising 
agency in the world 

3. We have a non-contributory Pen 
sion Fund into which, during the past 
few years, we have paid contributions 
equal to 10% of members’ salaries 
tax free. 

4. In addition, depending on profits, 


ADVERTISER'S WEEKLY 


all staff receive a cash bonus at the end 
of each year 

5S. We have a subsidised staff canteen 
—and even the staff say the food ts 
edible! 

6. Our accounts include all or part of 
the following companies 
AC-Delco Ltd. 

Aer Lingus 

Alexandre Ltd. 

Batchelors Peas Ltd. 

Benger Laboratories Ltd 
Bourjois Ltd 

Bristol-Myers Company 
British Overseas Airways Corporation 
Cellucotton Products Ltd 
Frigidaire Ltd. 

J. S. Fry & Sons Lid 
Genatosan Ltd 

D. & W. Gibbs Ltd 

S. C. Johnson & Son Ltd. 
Lockwoods Sales Ltd 
Joseph Lucas (Gas Turbine Equipment) 
Massey-Harris-Ferguson Ltd 
Monsanto Chemicals Lid 
Northam Warren Ltd 
Parfums Chanel Ltd 

A. & FP. Pears Ltd 

Quaker Oats Ltd 

Reed Paper Hygiene Lid 
Remy Martin & Co. 

RKO Radio Pictures Ltd 
Rotax Ltd 

Sunkist Growers Inc. 

Swiss Federation of 

Watch Manufacturers 
Tescan Ltd 

Toni Cosmetics 

Watney Combe Reid & Co. Ltd 

7. Pay? That's a good question. We 
beheve we pay well. We insist on good 
qualified people — and to have them and 
keep them you must pay well. All 
alaries, from top to bottom, are reviewed 
every six months, so if anyone is under 
paid it may be a mistake, but it isn't lack 
of interest, 

If this vacancy should interest you, or 
your friend, will you please write to 
me — Brian MacCabe, Chairman and 
Managing Director, Foote, Cone & 
Belding Ltd., 27, Hill Street, London 
wl 

And please, 
fetatls 


oh please, send full 
Your age, your experience, 
where you have been, what you have 
done—the lot. If you have a photograph 
handy, please send that too. It will al 
save time — and time is the one thing we 
never seem to have enough of. 
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Publications News and Notes 


Bi . The third of John Bull's book 
7) ndensations, “Land of the Moon 
iggest Issue flower.” will be contained in another 


ght-page supplement in next week's 
ue, which will be supported by 
ivertisements in the national and 
vincial press 


. 
since the war 
* ” 
Seven pages of Woman next week 
| be devoted to gifts to make for 


Weighing 2 Ib. $ oz., and w 
votal of 484 pages in four 


two-colours, black and wh ristmas Two special pattern 
gravure, last Friday's Mo ) rs are included 

Report number of The Aautiox * * * 
(Associated Iliffe Press) w t Saturd Some ¢ 
journal's biggest issue sinc } j ast aturdays $ rset ounty, 
Its adv ‘ment pages car ‘ szette carricd an cight-page Moto: 
ts 4 sement f carrie 


»w supplement (as compared with 
pages last year) with a total of 
5 s.c.i. of advertising, nearly all 


displayed announcements ar 
classified advertisements. Thx 
car's Show Review number 


lished to-day (Friday) n dealers. A recent issue car 
> ‘ ! a car dealer's advertisement 
A x ates Ghee on iping two columns of the top 
ment an 4 campected b * . L_. pase ane four columns 
: rt y y ‘ wer 
tising from leading car manu! i: - - s 
turers, was included in the Octot s 
22 Investors’ Chronicle. aasic page rete of the Biantsipes 
- rs m eornal will be increased from £3 
. P 40 from the issue of December 
Mp Roy. | a r and other special position 
as 8 lop ; . al Is srease 
cluding an _ cight-page illustra “— - ay increased 
supplement. It was the largest . 


\ large-scale map to indicate the 
f Earls Court is reproduced in 
motion folder for Sport & 

untry’s Smithfield Show Number 
nber 21. Page rate is given as 


in the two years of the 
* * * 
Last Saturday's issue of Taxation 
was the largest ever published 


pour’ 


fure 


pages. The issuc was tt nd pro rata 
conference number for th f * * * 
Taxation conference \ folder decorated with travel 
* * * res and reproductions of 
The November issuc Harpe tch front covers announces the 
Bazaar wil! include {: mine's Spring Travel Number 
winter warmth, party ck inuary 11. Page rate is £1 
fumes. and Christmas pres« olour page, £210 
= = = —~ el 
ry, . a 
© Technique and |. 


are among the 

| 
aspects to be consid 
in the preparatior Sy) } 


successful drawings. | 
a realistic approach 1 
the Fashion Field, we 
suggest that you tr) 


° 
bs HELEN JARDINE ARTISTS LIMITED 


Telephone TEMPLE BAR 6720 
MINERWA MOUSE 55 WELLINGTON STREET STRAND LONDON W.C 
. _ 
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The November issue of House 
Beautiful (cover above) will contain 
a 12-page feature m carpets 


including a number of four-colour 
il ustratior 


* * * 

Is week's issue of Pleture Post 
is supported by full-colour double 
crown bills on London Under 
ground, provincial and main line 


ver with show 
nouncemenis 
window dis- 


railway stations, tog 
cards, window bil 
n Radio Luxembo 


plays and other f ‘f-sale pub- 
licity. Press adver g includes a 
full-page in the SA a space in 
he Daily Mirror f-pages in the 
Manchester Dail) ispatch, Bir- 
ningham Evening spatch, Edin- 
burgh Evening Dispatch, Glasgow 
Evening Times and spaces in over 
%) other provincial newspapers 


New monthly 


Modern Medicine of Great Britain 
is a new monthly planned to appear 


in January Membership of the 
Audit Burea f Circulations has 
been applied for Full page rate 
single insertion £35; special pos 
tions, 25 per cent extra; colour 
£9 per colour Alfred E. Morgan 
is advertisemer director 
* * * 

The Christmas number of True 
Story magazine features Noelle 
Middleton. of TV and films, on the 
cover 

* * * 

The November issue of Vogue is 
the Winter Sports number, and 20 
pages are devoted to travel adver 


tising and editorial. It also includes 
» detachable “Shop Hound's Christ 
mas Address Book.” 


+ * * 

November issue of Good House- 
keeping includes a free 16-page 
cookery book 

- ™ * 

How to give 2! different types of 
parties. from a formal dinner party 
to birthday parties for small chil 
dren. is described in detail in th 


Good Housekeeping Book of Ente: 
taining (price 17s. 6d.) 
* . * 
Foreman, a pocket-sized annual 
launched three years ago by the 
Industrial Welfare Society, ss to 
accept advertisements for the 1956 
edition. Plans are being considered 
to turn it into a quarterly 
> a > 
The November Lilliput will have 
a new-style full colour photographic 
cover 
* . * 
The Christmas number of Country 
Life will be published on Decem 
ber 1 
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We tear 


Scarborough publicity committec 
has been told that this year’s press 
advertising campaign has provided 
more inquiries per advertisement 
than the previous year’s campaign. 
The committee approved arrange- 
ments for next year’s press adver- 
tising. 


. * * 


Willing’s Press Service Lid. is to 
handle the public relations and 
publicity for the British Van Heusen 
Co. Ltd 

* * 

The Philishave mobile demonstra- 
ton unit has been awarded the Muir 
Perpetual Challenge Cup for the best 
stand in the trade section of the 
Royal East Berks Agncultural Asso- 


ciation Show, held at Maidenhead. 
cup, to be competed for 
annually, has been presented by 


R. H. Muir, a former president of 


the association 


Challenge to London 


A new publishing firm with head- 


quarters in £E ——— Richard 
Paterson Lid., say they aim to 
challenge the current trend for 


book publishing to be centred in 
London 
* * . 
The first consignment of Russian 


newsprint to be received in Bombay 
irrived last week by a Japanese ship 


* 7 * 


Following the resignation of G. N 
Eagling from the board of Earl 
Eagling Publicity Lid., the company 


is to be known as Don Ear! Pub- 
henwvy Lt 
* * 7 
An exhibition of “Silk and 


Cotton” was opened at the Colour 
Design and Style Centre of the 
Cotton Board in Manchester 
recently by Sir Ernest Goodale 
chairman of the Silk Centre, and 
Sir Raymond Straat, chairman of 
the Cotton Board. 
* . * 


Peter Collins Press Services Lid 
have been appointed to handle press 


and public relations for . 
Loncraine & Co. (Jiffytex) Ltd. 
makers of domestic and industrial 


adhesives 


All the answers 


S. J. 1. Battersby, advertising and 
publicity manager, answered ques- 
tions about British “no-iron”™ cottons 
when the Duke of Edinburgh called 
at the Cepea Fabrics stand while 
visiting the British Exhibition at 
Copenhagen 


* . * 


Over 40 members of the trade and 
technical press attended a house 
warming given by Lumenated Ceil- 


ings Ltd. to celebrate the opening 
of their new London offices at 
Alliance House, Caxton Street, 
S.W.1. 

* * * 


Lintas Information Services have 
been appointed by Frost & Reed to 
handle press relations for the first 
exhibition to be held in this country 
of the portraits and paintings of the 
Portuguese artist, Eduardo Malta. 


* * * 


Change of address: Studio Seven 
to ©6Kingsbourne House, 229-23! 
High Holborn, London, W.C.1 
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WILLIAM J. BRITTAIN 


A Personal Statement 
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FTER the closing of the daily Recorder in the Spring of 
1954 and the sale of the weekly Recorder, which I had 
built up over 20 years, I decided to keep silent. “ Least said, 
soonest mended,”’ seemed the right policy. 
But my silence has lead to misunderstandings. 
in May 1954 a news agency message, accepted by the agency 
in good faith, and printed by the newspapers in good faith, 
ended: ** Mr. W. J. Brittain wil! have no further connection 
with the paper. He is now in British Guiana with his wife and 
family.” 
That statement seemed accurate. But what it did not say 
was that my visit was on business. that it lasted three weeks, 
and that I go every Spring on siness to British Guiana, 
where I control the leading dai'\, and Sunday newspapers, 
the Guiana Graphic and Sunda: Graphic. 


See *« 6S Se 


Members of my London sta!’ visiting industrialists and 
advertising agents are constant!) asked, “ Who is running 
Brittain Publishing Company no» When told that I am— 
as always—they say, “J though: he had gone to the West 
Indies or West Africa or somewh re.” 

Even Sir Bernard Docker said to me last week, ‘‘ When did you 
get back?” He had temporarily {>rgotten that in the mean- 
time we had a friendly correspondence in London—so great 
was the impact of that newspape: paragraph at that time. 


* * * * ® * 
It is time I broke my silence, 
Ss a | x Row 


The full story of the last two years is yet to be told, There 
has appeared in the newspapers, however, another of those 
bald statements which, though accurate, can mislead the 
reader. 

It was that the admitted claims of unsecured creditors of 
The Recorder Limited amount to £112,581. 

What it did not say was that less than a seventh of that sum 
truly represented outside trade creditors; and, if there had 
been no liquidation, they would have been paid in full. 
Debts paid by my companies on behalf of The Recorder 
Limited totalled £5,530. 

My personal responsibilities, apart from my companies, and 
apart from my shareholding and losing the Recorder weekly, 
totalled £11,465. 

Debts owed to my companies by The Recorder Limited, 
after the payments shown above, stand in our books at 
£41,079. 

The largest creditor was Brittain Publishing Company, 
which was owed £19,770 for printing and paid out £2,730 
for debts incurred by The Recorder. 

That Brittain Publishing Company could face an outside 
loss of £22,500 is evidence of its strength. 


40-43 CHANCERY LANE, 
LONDON, W.C.2. 


To answer other queries which have been put to me 
perhaps legitimate queries, in view of my silence—Brittain 
Publishing Company, after facing these payments, has 
current assets of five figures greater than current liabilities 
and a comfortable few thousands cash in the bank 


&® & .°2 fF 


Brittain Publishing Company (London) Limited was always 
separate from The Recorder. The majority shareholding is 
mine and my family’s: the minority shareholders are 
important City interests. 

The Company has constantly grown and this year its profi 
is again a record 


a. Ff. Re WB Ff 


| built Great Britain and The East, which had a wonderful 
editorial prestige ever since its foundation in 1911, into a 
powerful export journal 

We have expanded during this “ silence year *’ by launching 
“Indian Commerce and Industry,” in co-operation with 
the Indian Government; and a new edition, ** Middle East,” 
for the oil-rich Middle East. A.B.C. figures will be published 
for the six months to 31.12.55. 

News of Latin-American World—founded in 1921—is that 
we are merging it in November with our South American 
Journal—founded in 1863 and the oldest journal in its field 
A big step forward here is a special number for Venezucla 
another vastly oil-rich country, in January. Other special! 
numbers of Latin-American World are being arranged 

So you see that Brittain is not only still at the head of 
Brittain Publishing Company, but busy 

Imperial Review (founded 1918) has big new developments 
which we are not quite ready to announce. 

It was our aim from the first to make our journals the 
greatest export group in the world. 


zs fF + Bw 


The Company owns also a lusty old-established local 
newspaper, The Record, covering from Muswell Hill an 
area of North London and North Middlesex, and London 
Weekly Advertiser, which I founded in 1939. London 
Weekly Advertiser this year has record circulation, record 
revenue, record profit. 


& « Ff F..f2 @ 


If any person of position in advertising or industry wishes 
to ask more questions, I will answer them with the candour 
of this statement 

Publicity of this kind is somewhat embarrassing. For 
myself, I felt “ They say. Let them say.” 

But such an attitude, I now realise, can be harmful to the 
Company and to the able staff who work so loyally, whole- 
heartedly and successfully with me 

To the many—-strangers as well as friends-—-who have shown 
understanding, | voice the thanks I have silently felt 
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DAY 


and 


70 


WILKINS 


for 


quality print in 


colour 


competitively priced and 


punctually produced 


DAY & WILKINS LTD., 126/258, NEW KINGS ROAD, LONDON, 5S.W.6. 


TELEPHONE: RENown 2246/8. 
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APPROPRIATIONS TRENDS SURVEY 


Asked to comment specific- 
ally on the effects of TV and 
the likelihood of extra news- 
print on ad spending, the 
media man of a _ leading 
London agency said: 


There may be some reduc- 
tion in expenditure on posters 
and marginal press media— 
but it won't be a large slice. 
Nobody is yet on the TV 
band-waggon in sufficient 
strength to make it a major 
influence. 


Advertisers are watching 
TY like a hawk, but it does 
not affect the major spending- 
problem to the degree that it 
might have done if one were 
thoroughly con,inced that in 
the first half of the year there 
was going to be a tremendous 
audience in Loodon, Birming- 
ham, and the ‘orth. 


I don't think TV will affect 
spending on po at-of-sale very 


-~ 


Effect on schedules of 
bigger papers and TV 


much; though if an advertiser 
has been doing an effective 
job in this medium in past 
years, he may want to resiant 


available I think there will be 
a certain amount of switching 
from provincials into 
nationals by those advertisers 
who want a national cover- 
age. 

Advertisers and agents are 
sick and tired of having to 
beg for space in the more 
popular publications. 

I think we may expect a 
lessening of the extreme pres 
sure on cinema advertising— 
though I doubt whether this 
will show itself much in the 
first half of next year. But it 
must be remembered that TV 
coverage will by no means 
a the whole country in 


@ Continued from page 16 


Leading media men look at 


next year’s billings 


will affect 
all 

more spent 
but export 
for only a 
the total 


cial TV advertising 
cinema advertising at 
There will be rather 
On export advertising 
advertising accounts 
very small part of 
appropriation 


TV to benefit 
trade press 

THERE wit be very little in- 
crease im press appropriations, 
and if there is any shift in the 
way the moncy ts allocated it will 
be in favour of the Sunday 
papers, very larecly on grounds 
of availability. Export advertis- 
ing should provide little change 

| think that TV will have very 
little effect on the press side. 
though it may cause a slight 
change in favour of trade press 

Advertisers may 

have to tell the 

trade about what they are doing 

It may also cause more money to 

be spent on point-of-sale—on the 

lines of “As advertised on TV.” 
* * * 

THERE WILL be mo marked shift 
from one media group to another 
Where commercial television is 
planned, the cost will be met 
wholly largely by increased 
appropriations, and will involve 
at most only marginal reductions 
in allocation to other media 
groups. 


or 


Bigger spending to 
meet competition 


WHERE APPROPRIATIONS have 
been approved for the autumn 
and winter, and in some cases for 
the whole of 1956, the tendency is 
for them to be larger. 


The reason is not commercial 
television, but because larger 
spaces are available and competi- 
tion is more fierce. The adver- 
tiser still wants frequency so he 
bas raised his appropriation. 


At the same time some 
marginal media are being recon- 
sidered and in some cases dropped 
from the. schedule—these may 
include certain consumer maga- 
zines or one of the two papers 
in a provincial town 


No desire for 
media switch 


SOME ADVERTISERS say they are 
waiting to see whether TV will 
be economic by January |! 

As regards other media, there 
seems no desire on the part of 
clents to switch from one to 
another. The press will still take 
by far the biggest appropriation, 
followed by cinemas and posters 

Point-of-sale and display are 
growing. It is difficult to prophesy 
about direct mail; it is a much 
more hand-to-mouth affair 
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- «FOR 
Electrolux 


LAUNDRY 
EQUIPMENT 


to tell [Britain's 
food manufacturers of its 


leading 


many unusual advantages 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


HE specialised month!y 
journal dealing « 
| civil engineering in wh 
earth-moving 

moving equipment are ir 


and earth 


| wolved—open-cast coal and 
iron = ore, hydro-electri« 
developments, land re- 


clamation, harbours and 
docks, coast defence works, 
river widening, canal con 
struction, ec. 

MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


CORROSION TECRNOLOGY 
MANUFACTURING ClEMIGT 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MaNUPFacTURE 
WORLD CROPS sromce 
FOOD MaNUFacTURS 
POTTERY aD @Lase 
PUTLOING MaTERIaLe 
=UCk e=Irrese 
reTrsotsum 
CHEMICAL a™D PROCESS 
SNGINERERING 


All published os 


Stratford Hease, 
Eden St., Londen, N.W.1 
copies on request — 
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Remainder of British Trawlers 
account goes to DDWS & PDA 


Dolan Davis Whitcombe & 
Stewart Ltd. have taken over the 
mainder of the British Trawiers 
federation account, and together 
vith Patrick Dolan & Associates 
id. they will be handling the 1956 
sh sales campaign 
This decision was rcached nine 
onths after the Dolan companics 
wok over the political and institu 
mal side of BTF publicity 
Among the other recent 
counts for PDA is a new car 
hich ss to be launched by Harry 
berguson. It is understood that the 
iverusing will also go to the Dolan 
npanies in the future 
PDA have been appointed 
handle public relations for the 
z Contractors’ Management Co 
h, under the chairmanship of 
John Duncanson, is responsible 
he civilian take-over of the Suez 
al Base on the withdrawal of 
ish troops 


PR 


also 


New hair 
tonic launched 
\ new vitamin hair tonic 


niene, ts being launched with 
ge-space advertising in class and 


ral interest magazines The 
duct is distributed by Thos 
sty & Co., Lid., of Aldershot 
nts for Pantene are Auld & 


‘bury Led. 


New campaign to 
feature the Lyons 


The Lyon family is to be 
tured in a new campaign for HP 


uce, part of which started this 

ek A half-page in the Dail) 
Express and 11 in. triples are being 

d, as well as a 15 in. by 6 co 
space in the Daily Mail. 


Other large spaces are booked to 
pear in national daily and Sunday 

wspapers, womens magazines 
London evenings, and provincial 
wrning and evening papers 
Retailers are being told about the 
omotion with large-space  tradc 
press advertising Agents are 
Mather & Crowther Lid. 


Pre-Christmas ads 
for Robertson's 


Christmas advertising for Robert 
son's mincemeat and Christmas 
puddings will appear in the national! 


dailies and Sundays and the pro 
vincial press In addition, full 
olour and black-and-white pages 


imi half-pages in the grocery press 


ind half. one-third and quarter 
pages im magazines have been 
hooked by agents Willing’s Press 
Service Ltd. 


First national ads 
For the first time ever Clynol Cold 


Wave is being advertised by a 
national campaign. Daily Mirror 
Woman and Woman's Own are 
being used for the scheme. Lintas 


Ltd... who handle the account, say 
that previous advertising has been 


ma) ' only to the hairdressing trade 


4 
lhe Arvin Cons electric shaver 
s now in this new esentation pack 
lesigned in red gold and with 
1 gald nameplate e pack can be 
ised f lispla ier with a new 

‘ Na ivertisine for 
e ¢ laced ona 
niinuing 1 special pre 
Christma ‘ -up with tele- 
ger Saward Baker 

& Co., Ltd. 


Plant Protection 
increase range 
Plant Pro 


f Impera ( l 


a subsidiary 
Industries 


Lid t unch two new 
produc protection 
ing 

The first w be Seed-Saver, and 
he s nd Ag n Seed 
Sav will b in Novem 
b with fu gardening 
ournals nd Radio Times; 
Agroxor K w launched on 
Dec b 2 wit spaces in 
fart : papers I le press adver- 


sing us also g used Agents 
ire Lendon Press Exchange Ltd. 


Motor Show 
tie-up drive 


Willing’s Press Service Ltd. 
igents for Stew & Ardern Lid 
distributors for Morris cars. have 
booked space hnical papers 
London evenings 1 the suburban 
press during riod of the 
Motor Show to publicise special 
Morris displays in their showrooms 
ut Berkeley Square 


New Basil Butler 
account 


British Optical & Precision Engi 
neers Lid. within the J. Arthur 
Rank Organisation, have appointed 
Basil Butler Co. Ltd. to handle 
the home and overseas advertising 
for G. B. Bell & Howell Cine 
Cameras and Projectors GB 
Cameras and Binoculars and the 
GB Film Library 

Basil Butler are 


idy engaged 


in planning the 1956 campaigns 
Space bookings will be placed by 
them with effect from Seouery 1 
1956 
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CURRENT ADVERTISING 
AT A GLANCE 


Accounts 


KESTOS LTD. for Robert Sharp 
& Partners Lid 

MARGATE PUBLICITY COM. 
MITTEE for Erwin Wasey & Co 


Lid. Campaign in national news 

Papers and magazines 
CHAMPION ELECTRIC COR 

PORATION for Wilson Adverts 


ing Lid. Campaign in nationa 
and trade press 

JUNEXN OF HUSKVARNA, 
Sweden, for White & Carter Ltd 
Campaign in trade press. Nationa 
daihes, provincial papers and 


women’s magazines to be used 


a later campaign 

THE SHAFTESBURY SOCIETY. 
for John Haddon & Co. Ltd 
Campaign in national and 


specialised papers 

STEPHENSON WAXES & 
POLISHES, for Stowe & Bowden 
Lid 

ELMED (ELECTRO-MEDICAI 
HIRE LTD.), suppliers of medical 
prescription lamps, for Willing’s 
Press Service Ltd 

BRITISH OPTICAL & _ PRE. 
CISION ENGINEERS LTD., for 
Basi! Butler Co., Ltd. New cam 
paign being prepared 

LEWIS A. LEROY LTD. conti 
nenta!l tours for Frederick 
Aldridge Lid 

BRITISH TRAWLERS FEDERA.- 
TION, remainder of account for 
Dolan Davis Whitcombe & 
Stewart Ltd., and Patrick Dolan 
& Associates 


Campaigns 


HP SAUCE LTD., using half-page 
n the Daily Express, 15 in. by 
6 col. insertion in the Daily 
large spaces in other na 
dailies and Sundays, women's 
magazines, London evening, pro 
vincial morning and evening 
papers and the trade press 
(Mather & Crowther Ltd.) 

CLYNOL COLD WAVE, 
Daily Mirror, Woman 
Own and trade 
Ltd.) 

ROBERTSON'S, 
daily and Sunday 
cial press 


using 
Woman's 
press (Lintas 


national 

papers, provin 

magazines and tradc 
press for mincemeat and Christ 
mas puddings. (Willing’s Press 
Service Ltd.) 

STEWART & ARDERN LTD., dis 
tributors for Morris cars, using 
London evenings, technical jour- 
nals and local papers. (Willing's 
Press Service Ltd.) 


PLANT PROTECTION LTD., using 


using 


large spaces in gardening press 
Radio Times and trade press to 
introduce Seed - Saver large 
spaces are also to be used in 
farming papers to introduce 
Agroxone K (London Press 


Exchange Ltd.) 


DUPREZ SPRING MODELS, 
using national press for —— 
starting March. (D. H. Brocklesby 
Ltd.) 


VICK INTERNATIONAL LTD. 
using half-pages in general interest 
magazines to introduce new 
cherry-flavoured cough lozenge 
(Lambe & Robinson Ltd.) 


THOS. CHRISTY & CO. LTD. 
Aldershot, using large spaces in 
class and gencral interest maga 


zines to introduce Pantene. a new 
vitamin hair tonic 
bury 


(Auld & Til 
Ltd.) 
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A press advertisement 


has no right to be uninteresting, 


a T.V. Commercial 


DARE NOT! 


Commercial Television gives you the first opportunity you've ever had of being invited into 


peoples’ homes. But just think how well you must interest them if you are to be invited again 
. and again. . . and again! Parlour tricks are not enough. You have to make friends 


with these people. 


} Better let S. C. Peacock introduce you 


5S. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 106: 


ALSO Al « BIRMINGHAM ~ LIVERPOOL +« MANCHESTER AND CHAPMANS ADVERTISING LIMITED, HALIFAX 
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ADVERTISER'S WEEKLY 


Notice 
46,000 


An announcement of great 
value to all interested 
in the advertising of engineering 
products, plant and raw 
materials will appear in next 
week’s issue of this journal. 


Shell win Malta 
display award 


First prize of a gold medal for 
the best display stand in the 
Overseas Products Section of the 
Malta Trade Fair, held in Sep- 

mber, was awarded to the Shell 
‘ompany (Malta) Ltd. for their 

hotographic exhibition on “The 
story of Oi 

[The stand was constructed in 
Malta from designs made in 

ondon by Joseph Revill, of 

hell, in association with Ronald 

.rmstrong. 


Birmingham paper’s 
profits up 


The directors of Birmingham 
Post and Mail recommend a final 
ividend of 13 per cent for the 
ar ended June 30, 1955, on the 

’ Ordinary stock and Ordinary 
ares. With the interim of 3 
cent the total dividend is 

»er cent compared with 6 per 


SILK SCREEN ARTS L™° 


97 SHIRLEY ROAD. CROYDON previously. 


ADODISCOMBE 3147-8 Subject to audit, the group 
yee ines ere vit, after debenture interest 
Sib + aia ear a ut before tax, is £453,658, 
xe ie Meee = inst £410,986. 


a. ae ae a ae a a ee! 


-opsatile P 


rid wide advertising 
y to all-round colour 
g. and some figure work. 


lars co i— 


Company developir 
medium offers goo: 
man. Slick roughs 
Write with full p» 


THE MILES GRIFFIN CO.. ito 
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There can be no 


PLANMING 
without the NN 
which stands for 


INATIONAL NiewsaceENT 


the most influential trade journal for retail and wholesale 
distribution of newspapers, periodicals, magazines, books, 
stationery, tobacco goods, etc. 


. 
Open ove leeward bp advertising in Ge paper which gives dhe grestest ap 
velve per € spent, send for details ond rate cord 
149, 


FLEET STREET, €.C.4 
Tel.: CITy 2604 (5S lines) 
@ BY FAR THE LARGEST NET SALES IN THE TRADE @ 
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Leslie Room, director-general of the 
Advertising Association, addresses 
the Publicity Club of Newcastle- 
upon-Tyne. Mr. Room told the 
club's members that advertising 
needed more speakers on its behalf, 
and he denounced the critics of 
advertising in this country. Seated is 
Arthur McLain, the club chairman. 


Wolverhampton 
Patrick Henry 
talks on TV 


The Publicity Club of Wolver- 
hampton discussed the modern work- 
ing of the ITA when visiting speakers 
were Patrick Henry, sales director of 

V: Bill Ward producer and 
head of variety; and Jerry 
known to viewers in the 
London area for his “Music Shop” 
programme on ATV 

The evening began 
show which outlined 
buying habits of t! 


with a film 
the changed 
population of 


Club News 


Fort Wayne, USA, which were 
charted by surveys before and after 
the coming of a local television 
station. The presentation of the 
film was followed by some remarks 
from Mr. Henry, who made brief 
comparisons between what was 
seen in the film and conditions in 
this country. 


In brief... 


“New media, 
should not 
Church,” 


including television, 
be neglected by the 
Rev. J. McCulloch, vicar 


| Of Warwick, told the Publicity Club 
| of Leicester. ... To open the current 


session of the Bristol & West Pub- 
licity Club a talk was given by 
J. Nelson Meredith, on “Bristol's 
Future.” Members of the 


| Regent Advertising Club had a look 


behind the “Iron Curtain” recently 
when they were shown a Russian 
film entitled “The Volga—Don 
Canal.” . . . How a piece of news- 
paper led to the arrest and subse- 
quent hanging of Dr. Ruxton was 
told to the Glasgow Publicity Club 
at their weekly meeting by Professor 
Glaister. 
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London 


Sabrina draws a 
full house 


A crowded meeting of the 
Publicity Club of London at the 
Aldwych Club on Monday met a 
bevy of magazine cover girls— 
among them Sabrina—at the first 
“Celebrity Evening.” 

Sabrina, who is featured on the 
front cover of this week's Picture 
Post, which carries 3-D advertise- 
ments and pictures, was jointly 
invited to be present by the Pub- 
licity Club of London and Hulton 
Press Ltd. 

Chiirman Reg Cooper introduced 
Sabrina to members. Also present 
were Elizabeth Hamilton, cover girl 
for Vanity Fair, Pat Goddard, cover 
girl for Housewife, and Joy Weston, 
Cover girl for Vogue. In addition 
Reg Levy, advertisement manager 
for Housewife, was accompanied by 
Miss Laurie Purden, the assistant 
editor of the magazine. 


Sheffield 
Eunice Gayson 


guest of honour 


TV and film star Eunice Gayson 
will be the guest of honour at the 
Publicity Club of Sheffield’s annual 
dinner and dance at the Grand Hotel, 

Sheffield, 
Friday, 
vember Il. 
Among the 
guests will be 
the Lord 
Mayor and 
Lady Mayor- 
ess of Sheffield 
and the presi- 


Commerce. 
Immediately 
after the din- 
ner there will 
be a ballot for 
various prizes 
given by local and many national 
advertisers and, during —— 
which is to follow, a Tombola will 
be held. 


Eunice Gayson. 


Aberdeen 


BBC TV organiser 
for Scotland speaks 


At this month’s luncheon of the 
Publicity Club of Aberdeen, the 
members were addressed by George 
Runcie, BBC television organiser 
for Scotland. In his talk he claimed 
that Scotland may be the first to 
have a permanent, planned TV 
studio. 


Saturday, October 29. 

PUBLICITY CLUB OF NOTTINGHAM 
Hallowe'en Party, Admiral 
Wollaton Village 7.30 po. 

1a Intermediate cne-day 
44 Belgrave Square, S$ W.1 
Monday, October 31. 
PUBLICITY CLUB OF LONDON 
Speaker: Kenneth Horne 
Hotel. 6 p.m 


Tuesday, November 1. 
REGENT ADVERTISING 
George Plante on 
Design.” 630 pm 
PUBLICITY CLUB OF SUNDERLAND AND 
DISTRICT visit tO NEWCASTLE PUB 
LICITY CLUB joint session of “ 


Waldorf 


cius lecture 
“ Advertising 


Advertising Diary 


Questions." Crown Hotel, Clayton 
Street West 
Wednesday, November 2. 
ADVERTISING CLUB OF OXPORD lecture 
John Cuff on The Factors to 
insure the Success of an Adver- 
tising Campaign City Restaurant, 
4 Cornmarket Street 6.30 p.m 
INSTITUTE OF PUBLIC RELATIONS visit 
to Quaker Oats Ltd 1.45 p.m 
BOMAA teatime talk Speaker: R 
Hayter. Royal Scottish Corporation 
Hall, Fetter Lane, E.C.4. 5.45 pm. 
arsday, November 3. 
REGENT ADVERTISING cClUB public 
speaking sectlon meeting 
Friday, November 4. 
REGENT ADVERTISING CLUB social night 
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COPYWRITER LEAVES 
TO WRITE BOOKS! 


a imagine! The dream of so many of us. A little cottage, 


tucked away. No trains to catch. No clients. No progress controls. 
Just the quiet and the inspiration, and then the royalties rolling in. 

We can say good luck to him without it having «ny hollow sound. 
Because he can write. 

He is going to leave us, and do this thing, as sc" os we have found 
the right person to replace him. 

Now, what we don’t want is some long-hair who |» ‘ailed to hit with 
writing, and thinks advertising is the well paid sic if you’re not an 
advertising man, if your writing doesn’t includ: ing-sense, keep 
away, please. 

And don’t think we’ve got any jobs where you o:ly write on the 
“‘nicest’’ accounts. Some of our stuff is plain hard-!iled, and some 
highly technical. You'd be following a senior man w!:” had his feet on 
the ground—even if he is going to hide away in that ‘\«rnn cottage. 

Write and tell us you’d like to see us, if you think there’s no chance 


of wasting your time or ours. Address to the Creative Director. 


PRITCHARD, WOOD 


F.C. Pritchard, Wood & Partners Limited, 25 Savile Row, London, W.1. 
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ADVERTISER'S WEEKLY 
‘Tell Mummy .. 


is the ad women 
don’t want 


Foster Clark Ltd. salesmen 
heard the national press point of 
view when Miss Ajlsa Cray 
woman's feature editor D 
Mirror, and J. W. Ff Blan 
advertisement manager D 
Laupre ss, spoke at the company $ 
national sales conference 

Miss Craig ad that the hous 
wife liked from her advertrs 
what she liked from men ‘ 
liked truth, she liked to be ! 


to feel good, and to feel in 
tant 


The average woman w 
advertising that would be he 
n her daily life, factua attrac 
tive, forceful, and truthful. © 
form of advertising wit 
hoped would not com 
country. but was so olter 
im the USA, was the ap 
children in food id 
which said ‘Tell Mun 
buy this you tell her you w 


such-and-such a brand 
Mr. Blanch said that 


the DP 


Express had long recognis 
the salesman could be 

mp nt t the pape i 
firm h epresented Tt ) 
Express ha page page 
had been the mean { 


innumeralh campaigns 
past few years 
Experience had shown 
shop-keeper 
sensitive to the t i 


was nart 
advertising of this no 
going to 
He explained how the pr 
this enjo 
and confidence 
said that the p $ ex 
greatest contr \ d 
ments ind = ex 
advertising from its 


FBI guide to 


publicity 


A guide to th iva 
for distr 


Ippca 


country 


\port 


buting 
formation overseas 
published by th i 
British Industries und 
of Tel ing ly / 
seas (4s. 6d pos < 
Of the various sources 
formation the ‘ nportant 
the individual cx 
The final outlets f fu 
information as (dis 
advertising), the cha 
which information iy be 
to these outlets ind how ¢ 
panies can make the best use 
these channels 


are desc 


‘Daily Sketch’ banned 


The Daily Sketch has bee 
banned in the Republic of Ire 
land . 

Among 19 perodicals als 
banned are Photop \f 
Only, London Opinion. M 
Reveille Picture P 
Romances Woman Ow 
Evervbody's Weekly “ , 
| squire Pix tfuregoer and Iilw 


trated 


de 5 and 
Neal, studio 


‘ney 
manager, W 
Rubber Company 
at the Shoe 


the advertisement 


f the Sussex 


and 


posed for 4 z 
ass Pritchard & ( 
showcard whi 


Leather Fair 


' dachshunds 


in tne 


i attention 


Conference organisers 
exchange ideas 


the first conference on conferences took place la 


)t rrogate. 


week-end at 


Some 3 organisers of conferences, representing many 


sociations and firms, examined their jobs to see what lessons in 
ference organising they could offer each other 


\mong the speakers were 
Gs. Newman, deputy secretar 
¢ Royal Society for the Pro 
n of Health, who talked on 
us aspects of conference 
nisation; Lt-Col H D 
ward, an American director of 
ct News Ltd., publishers of 
ference News who dealt with 
rican conterence = practice 
firey Wright, chairman of the 
wate Hotels and Restaurants 


ition, who spoke of con 
nees from the hoteliers 
of view, and Lex Hornsby 


dent of the Institute of 
¢ Relations, who gave the 
gates viewpoint 


Journalist's job 


Ronald Strode, journalist and 
ress oflicer, who spoke on “Con 
ences and Press Relations,” 
d that he thought it absolutely 
sential for a press officer 
have a sound journalistic back 
ound 
He had to know what made 
ws, be able to write a sound 
ws story, and know the re 
iirements of various types of 


s 
wspapers and journals, edition 
and the wants of 
urnalists 


nes 


The non-expert, who often pro 
ded a great deal of material 


rking on the theory that “they 


e¢ bound to use some of it,” did 
realise that unless the 

iterial held the interest of the 

isy mews editor or reporter 

ght at the beginning. it was 

wked, he sa d 

The suggestion was made that 


in Association of Conference 
Secretaries should be formed to 
meet at intervals and 
liscuss their problems 

Details of this proposed Asso 
ciation will be given at the next 

{ which will again be 
Harrogate from 
28 next year 


fr ant 
frequent 


erenee 
place at 
26 to 


iaking 


October 


CWS ad spending 
up by £500,000 


since 


esal 


* 


a! 


‘ 


(952 


e Society 
of adver 
per cent 
irchward, 
told the 


the Co 


Managers’ 


ester 


last 


ended by 
ty men 


Ising costs 


just over 
£1,526,000 
»ward trend 


n view of 
velopments 


sa d M 4 

We are k V and radio 
idvertising cally, and 

nv Ss eady been 
ca fact that 
TV advertising in the trial- 
ind-error ¢s said 

Mr. Ch ‘ commented 
on the intere national and 
loc xhib which the CWS 
wa taking A next vear's 
British Food 1} CWS will 

ive om so largest sites 

he main aven 

Details of in imternational 
gathering of co-operative pub 
lic Men were given by A. I 
Sugar Co-operative Union) 
Aim of this conference, which 
may take place in London next 
spring, will be to poo! ideas and 
experience and to discuss ways in 
“ h the “raw atcrials” of 
publicity--sketches. photographs, 
blocks, ete.—may be exchanged 


Support for the 


already come from 
European countries 


half 


dea has 
a dozen 


Octoper 28, 1955 


MORE NEWS 
ABOUT PEOPLE 


Pat Dolan on 
visit to USA 


Pat Dolan, chairman of Patrick 
Dolan A Associates Lid ind of 
Dolan Davis Whitcombe & Stewart 
Lid..- has just arrived in tee United 
States for a stay of five or six weeks 
with his wif ind ss five-vear-old 
daughter. He will also be going to 
Canada for few days 

* * * 


Wm. B. Barker has 


returned to 


this country to join Scientific Pub 
henty Lid. as an account executive 
During the past cight years he has 
held similar positions with Lintas 
Ltd.. E. Lindsay Smithers Lid. and 
Hedicy Byrne & Co. Lid. in South 
Africa 
* . . 

The board of Gillette Industries 

Ltd. have elected Brigadier Thomas 


Carleton Harrison 

man in addition to 
managing director 

“ppointed Willis Clark Cooper, 
formerly export director, as deputy 
managing director and MHector 
George Colles Graham, formerly 
exports sales manager, as export 
director 


as deputy chair 
his position as 
They have also 


* * * 
Studio Seven have 
ippomntiments 


made two new 
Dennis Keenan, who 


has been studio manager and 
designer since 1946, has joined the 
board, and Raymond Blackett, who 
has been with the studio for two 
years has been made studio 
manager 

. oe 


Miss Isobel Prentice Findlay, on 
the advertisement staff of the | 
office of the Bradford Telegraph 
and Argus, has married recently 


John Howard King, a York buyer 


ecds 


» » » 

Charles Henry Sell, chairman of 
Sells Ltd... one of the oldest adver 
tising agencies, who died in July 
left £29.613 Us. 4d. gross, £28,961 
17s. 2d. net value. Duty paid was 
£4,284 


OBITUARY 
E. G. King 


Ernest Gerald King, chairman of 
the Louis Cassier Co, Lid a 
subsidiary of Associated Iliffe Press 


has died He was 78 Mr K neg 
entered journalism in 1894 when he 
joined the London staff of an 
Amerncan journal, Cassier's Maga 
tine, devoted 10 engincering and 
shipbuilding in all its branches 

When Louis Cassier owner of the 
paper, died in 1906. Mr. King 


acguired control of the company 
ind hecame its managing direc 


cl 
publications were mtro 
including Meta Industr) 

amd = Sice Welding & Meval 
ation and Machine Shop 
rgazine >» these were added 
mber of handbooks and direc 
among nem the Meta 

ry Handbook, the ( ery 


Yearbook 
Iron 


Metals & Alloys and th 
Dire: 


A Stee ry and Hand 


echani 
handed 
of the company 
Press 


rol 
Iliffe 


sted 


© Assoc 
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Co-operative Whol 
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tising has son s 
' in fou VC s rt] 
\ CWS pub tv eT 
WeCA . 
had sen 
she n 1958, and 
was HACIY to Cc 
TV ivert 
| F 
Tr 
Pp f 
Vl 
a 
Ir 
7 , ah ’ 
2 After vanous changes in the titk 
of Cassier's Magazine wif Mr 
King decided to : 
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APPOINTMENTS VACANT 


CAN YOU LOCATE 
AND NEGOTIATE 
SITES FOR OUTDOOR 
ADVERTISEMENT DISPLAYS 


? 


WELL KNOWN COMPANY 
INVITES APPLICATIONS 


Good salary, commission and 
expenses 


PERMANENT POSTS FOR 
THE RIGHT MEN 


Full particulars to— 
Bex 2217 
Advertiser's Weekly 180 Fleet St EC4 


LADY ADVERTISEMENT ASSISTANT 


require fice of Trade Press Pub 
cations (Good salary Luncheor 
vouchers Five-day week W rite 
weting age and cuperence unc luding 


pres posite and 


t salary carned 
Box 2245 Ad. Weekly 


180 Fleet Sc EC4 


OPPORTUNITY 


for young man, 21-25, comp., NS., to 
train as assistant print buyer. General 
knowledge of printing processes and 
tomilar experience preferred, but not 
essential (f keen and adaptable. Central 
London area 

Full details to 

Box 2224 
Advertiser's Weekly 180 Fleet St €C4 


MIO ARTISTS, Sex 


¢ and Junior, who 


the wppor ty ‘ 
working with the largest group of shox 
specialists London are mvited to 


WEL 8146 for a day of 
g appointment 


ARE 

YOU AN 
ASSISTANT 
SPACE 
BUYER 


secking a more senior 
post in a London Agency? 
If so please write stating 
age, experience and salary 


required to 


Box 2227 
Advertiser's Weetly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


RATES + APPOINTMENTS VACANT, ds. 66. per tee, 4%. per depmy paeet ack. 


APPOINTMENTS WANTED, 3s. per tee, 355. per dupiny pawel eck. 


Al other 


clawificatioes, 4s. per time, 455. per dinpiay panel ech. Mieeimem. 5 bees. Boa No. 


charge, ome lime ples Is. coverimg 


odvertsements ender seven igsertiom MU 
180 Ficet Street. Leedes. £.C.4. 


Weekly.” 


+ etc. Serves 
SE PREPAID. 


re of applicetes: off 
Address © Advertiver’s 
CHAecery 8844 (Ba. 25). 


APPOINTMENTS VACANT 


Siteeteas Veceat: 


Tee engagement of pervoes answering these edt erimements mast 


be made through « Local Office of the Ministry of Laboor or « Scheduled Employment 
Ageecy if the applicant lb a mae aged 18-64 inciusive or 2 woman aged (8-89 inctasive 


enless be or she, of the employmen 
Netificatios of V 


i, te excepted from the provisions of the 
ecancios Order 1951." 


HING NEWS * and © FISH SELLING 
an opportunity for a young 
energetic 


ADVERTISEMENT 
REPRESENTATIVE 


Experience is not essential, but the urge 
sell space on two highly reputable 
Af publications is. Successful appli- 
ant would be tramed by experienced 
. sement manager and would have 
© opportunities for promotion 
ng salary according to experrence 
all expenses and afterwards 
s ding to turnover 
ce fullest possible details in confi 
3 © to Business Director, Heigh- 
way Publications, [10 Fleet Street, 
ec4 


LAYOUT 
MAN 
REQUIRED 


with ab duce 
original rood 
sense ot the 
fin s wal 

Write, e lars 
of age < and 
salary rex 

Bor 227 
Advertisers Weety et St €C4 


ARTIST, voung, with commerc 
i required for Publicity 


near Raynes Park Ciood scope 


rough training in advertising and 
Maiden 


promotion Phone 


FASHION & 
COMMERCIAL 
STUDIO 


requires 
Fiest class representative with 
contact Mail Order Accounts 
Write Stating age, experience 
and turnover. 
Box 2214 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WELKALY 


APPOINTMENTS VACANT 


RETOUCHING 
ARTIST 
required 


for Publicity Department 
Studio of well-known 
London Publishing House 
Good salary and prospects 
for experienced worker 
accustomed to handiing a 
variety of general subjects 
including figure. Knowledge 
of reproduction processes 
essential Write, giving 
details of age, experience 
qualifications and 
required to 


salary j 


Box 2229 
Advertiser's Weekly 180 Fleet St EC4 


' 
i 


ADVERTISEMENT REPRESENTATIVE 


SHORTHAND TYPIST (22-25) rea 
Pub Department of M 


s fistributing mpar Pr 
aff restaurant Write. giving 
f experience and salar ' 
i] Bow AW S$. LP&. SS Ss 


Martin's Lane, WC2 


YOUNG LAVOUT ARTIST 
I 


% 


PRINT 
CHARGING 


Vacancy Central London f ady . 
experienced prepa £ ard aseetming 
for charging types as ‘ 
ot Experience « ag ene 
factor Excetle Welfare ener 
Wrue 


Box 2223 
Advertiser's Weekly 180 Fleet St EC4 


Ww t State 
ay ! salery 
Box Ag Ww “boca 

SPACE SALESMAN 

= 
Old estat vthiv, 
with six-mo « and 
yviroro . c now 
tua 
tv oo Repre 
sent ) s if 
Group " Poss 
trons fro ‘ (car 
4 ny 
easor tua 
co ‘ c ae ¥ 
Bor 
Advertiser's Weekly 180 st C4 
AMBITIOUS YOUNG * yuired 
t« ] “ a} 
A fiw 
a a 4 
mis \ 8 " 
Ww 
Hox ‘ A Ww Ss tc4 


Had many 
good jobs 
lately ? 


Then please give us a miss. We 
want an experienced but up-to- 
date layout/visualiser who is 
looking for reasonable per- 
manency in an interesting job 
Most of our clients are in the 
technical field, offering plenty of 
scope for layouts of imagination, 
good design and intelligence 
(If you ore not ao lover of rush-hour 
trove! to town you will appreciate 
the odvontoges of our location’) 
GEOFFREY DADD LTD. 


Woodside % Epsom Road. Sutton 


Surrey Near Morden Tube Station) 
DERwert 4444 (4 mer) 


Teleprore 


OUTDOOR 
ADVERTISING 


WELL KNOWN {DON 
FIRM OF ADY NG 
CONTRACTOR IRE 


CAPABLE 
ASSISTANT 


Must be 
energetic and adaptable. 


Experience in the trade and 
knowledge of Tow Planning 
Regulati mS an advantage 

AnD non 
experience to dete ‘ equired 


Box 22716 
Advertiser's Weekly 180 Fleet St €C4 


——__ 
SENIOR AND JUNIOR ft 
Ar " vited “Wi 
S14 4 
ex i 
airy nfros Evening 
arranged 
WORK AND ENJOY 
LIFE IN 
We want to augment 
our Norwich team with 
two more men of sk 
ACCOUNT EXECUTIVE 
@ are looking for a mar ler 
38 with a wide and varved 
Ager y¥ @xperrence He must 
be able to write fluently and 
excitingly, he must derstand 
Business and be able to converse 


with an endless vwarvety of bus 


ness people; he must be able to 
think and create, and he must 
have organising ability, There is 
a very good future for the right 
man Preference given to 
MLPA 

ARTIST 


Top flight lettering man with 
flair for Buick slick 
worker with an eye on the new 
approach to things 


layout 


Write on first instance to General 
Manager 


WILLSMORE & 


TIBBENHAM 
(NORWICH) LTD. 


Freeman House 
Nor wich 


London Street 


*Phone 


your classifieds to CHA 8844 (Ex 25) 


==_ | 

= = — 
a 
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CLASSIFIED ADVERTISEMENTS 
GENERAL BIRMINGHAM 


Situstions Vacant: “* The oo persons aaswering these advertisements mast 

be made throegh s Local Office of the Mimistry of Labour or « Scheduled Employment 
ARTIST Aen Se a ae i’ ss =@ee | aged 18-04 yy os ——y & 18-59 —— A steadily expanding adver- 
Neaicasee ‘a Goa Order 1952." tising agency that prides itself 


upon the standard of its work 


VISUALISER/ LAYOUT MAN requires a really first-class, all- 


A rapidly expanding adver- 
tising agency would like to hear 


1 artict round finished artist. A per- 
wom whe are | for EAST AFRICA manent, progressive appoint- 
attracted by the Prospect o! } BUNSON ADVERTISING SERVICE LTD. have a vacancy ment in congenial surroundings 
working on important Nationa! | for a really keen young man prepared to put his heart and soul for one capable of producing 


into the Company's policy of service and have the ability to 


carry on beyond the pencil stage. Ability to prepare attractive work of the highest standard 


accounts. Generous | 


Profit sharing and pension and practical designs for display will be an advantage as in black and white or colour. 
schemes make the job un ; psp a — - Exhibitions form an important Top salary for the right man. 
: aspect of trading in st rica 
usually attractive financially Passage paid and attractive terms of service. Send not Write or Telephone: 
Write for interview to the more than six specimens of rough visuals and finished layouts, 
, |  ‘ogether with as much personal data and details of experience Managing Director, 
Art Directer, ‘s possible by airmail to: Beardmore Advertising Ltd. 
ARTHUR S. DIXON LTD., | P.O. BOX 3453 : 4 
NAIROBI 125 Soho Hill, Birmingham 19. 
229, High Holbora, W.C.!. Tel.: Northern 3431 
| (OR (girl or boy) for Advertiung | ARTIST with experience of photoprint a: F 
J t's office, Wi Good prospects. | retouching and finished artwork re- 
N GOT Vv ™~ jay week. Write | quired. Address : John F. Heron, 333 EXHIBITION AND POINT OF SALE. 
“LED. require an rey Fa a » 2248 Ad. Weekly 180 Pleet St EC4 Gray's Inn Road, WC1 Is there a lively young man who can 
be fully experienced and < ’ —- his selling ability in imteresting 
with all aspects of agency proce REPRESENTATIVE OUR SPACE SALESMEN EARN fash We are looking for one 
Excellent opportunities Write ced by a growing West of England | the right sort of personality Reply 
Personne! Director, 75-79 Farriny in confidence to the Managing 
ver A .t ver Weer of 
Street, EC4 goad ait oe re a Giving full 25% COMMISSION pay os 7 aes ~~ preliminary details 
EXPERIENCED MAN require cculars including car owner or we - — ing oe ew arranged 
distely for Classified Adv: rer and present earnings or indica- Graham Scott (Publishers) Led., widen Manado ee 
Department of Nationa A of salary *n 2 | 122, Wardour Street, W.! Bridge Road, S EI 
Good prospects. Pension x 2222 “8 PRODUCTION DEPARTMENT, West 
" P +338 Ad. Weekly 180 I ertiser's Weetly 180 Fleet St &c4 | Phone: GERrard 2437 End Agency needs man with first- 
m se ‘ eenly ) Flee class knowledge of blocks and type- 
PRODUCTION CHARGING ©)! ERTISEMENT REPRESENTATIVE ARTISTS. Famous | ondon commercial! setting Must be able to work 
required for medium sre ed for trade journal Salary and | art studio opening branch studio in without supervision on very busy 
Must be good typist Write umission £1,000 guaranteed Apply Manchester requires Fashion, Feature group of accounts Write, stating 
age, experience and salary req ing age and experience, to | and General Artists Good salaries experience and salary, to 
Box 2247 Ad. Weekly 180 Pice « 21254 Ad. Weekly 180 Pieet St EC4 Excellent conditions Five-day week Box 2117 Ad. Weekly 180 Pleet St EC4 
Opportunities to work in London from | 
tume to time if desired Send par- 
tculars of experience (no specimens) 
in first instance Interview will be 


arranged in Manchester 
Box 22% Ad. Weekly 180 Pleet St EC4 


~~ VISUALISERS ou have a 
Produ: ‘on ne a 


Assisi n at | GENERAL | knowledge of 
a ARTISTS PRODUCTION 
for London 4 cenc yao 

: ' y | GOOD CHANCE backed by several years 
THIS WEEK agency experience there is a 


If you're a young man with a sense of We have te ame6 deta to vacancy that may interest 
responsibilty, and ai least two oF || So al gexeetars ||| ro Pvedar west, tn 
three years’ production experience, oe Seg ee ||] om en go 
this is a really good opportunity for you = — the work hes 8 tributory pension scheme. 
to become assistant to a Group Production leading publicity organisa- Write giving fullest details 
Chief in a leading London Agency. = || of experience and salary 
Write, giving your age, details of experience, a a required to: 
and the amount of salary you are worth, to: pire: — ig a 
ats jot | Advertiser's Weekly 180 Fleet St €C4 
Box 2228 4, Dover Street 
Advertiser’s Weekly 180 Fleet Street EC4 LONDON, W.! 


Telephone : MAYfair 6147 
| 


’Phone your classifieds to CHA 8844 (Ex 25) 


_ 


Octoper 28, 1955 


APPOINTMENTS VACANT 


TECHNICAL 
ARTIST 


Company producing international 
publications have an opening for 
a technical artist. Ability to 
prepare detailed and sectioned 
perspective drawings from biue- 
prints essential. Salary com- 
mensurate with ability. 
Telephone TERminus 0292 for 
appointment, or write 

Box 2163 
Advertiser's Weekly 180 Fleet St EC4 


79 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


PRODUCTION 


ADVERTISEMENT REPRESENTATIVE 
required for group of Specialist Pub 
leations London Publishing House 
Salary plus Commission. Full details 


to 
Box 2159 Ad. Weekly 180 Pleet St EC4 


PRODUCTION 
MANAGER 


required immediately co take full 
charge of department Thorough 
knowledge of printing and reproduction 
essential interesting work, plenty of 
scope, and attractive conditions. Write 
(im serictest confidence) giving details of 
age. experience and salary required 
to The Managing Director, Ocirichs 
Advertising Led., $3 Wostenhoim 
Road, $ eld. 7. 


ART. TIME REPRESENTATIVE 

(either sex) required by advertising and 

photographic service Good commis 

sion and expenses. Write. J. L. Ad 

vertising A Design, 15-17 Marylebone 
i 


8 
artist 
REQUIRED 


G stands for good, general and 
go-ahead. There is a vacancy 
immediately in one of 
London's most interesting 
younger agencies for just such 
an artist. He must be versa- 
tile, non-temperamental and 
well-trained : agency experi- 
enced, not asking the earth 
now but willing to work with 
a team to secure it. This is 
an unusual opportunity for an 
enthusiastic man (or woman) 
who feels that in his present 
post he cannot progress much 
further Our accounts are 
interesting and varied and we 
have the reputation of being 
one of the happiest agencies 
intown. Write in first instance 
giving age, experience and indi- 
cation of salary group to 


CREATIVE DIRECTOR 


Box 2256 
Advertiser's Weetly 180 Fleet St EC4 


te Stating expervence, 
salary required to .— 

Marconi's 
Marconi 


age and 


House, Strand, w.c2. 


ADVERTISEMENT REPRESENTATIVE 


established first-rate 


her sex) for 


ations required in London area 
( mission and cxpenses Please 
Box 2188 Ad. Weekly 180 Pleet St BC4 


A group of leading 
Colonial newspapers has a 


VACANCY 
for a young man as 
ADVERTISEMENT 
REPRESENTATIVE 
in London. 


The position offers every scope 
for advancement and interesting 
opportunities for serious busi- 
ness-building in fast developing 
media 


The commencing salary 
be according to age and 
although person- 
ality and enthusiasm will count 


qualifications, 
for more than previous experi- 
ence in advertising. Apply, in 
confidence, giving details of age, 
education, and career to date to 
Managing Director, 


Bex 2212 
Advertiser's Weekly 180 Fleet St EC4 


We require a keen young man with 
SPACE BUYER seed ee ssa 
sense of responsibility to work in 
our production department as 
assistant on a nmumber of interesting 
: ~ national and technical accounts 
Required for one of the country’s largest periodical Opportunity to make progress 
publishing groups. He will be responsible for iding under good working conditions 
Five-day week lease write 
the national and provincial press schedules planned in stating age, experience and salary 
furtherance of the group's publicity campaigns, for « required to: Jj. J. Sanstord, 
8 + 7s par all Lovell & Rupert Curtis Led. 
media records and the market research appro; e to 30, Bouverie Street, London, 
the sales development of the company's publica E.C4. (Tol.: PlBet Se. 4326.) 
His commencing salary will be appropriate these SPACE SALESMEN, contace «nh 
Agencies and industry required 
responsibilities London, Birmingham. Yorksture, N 
. tingham, Belfast, Dublin f aprer seu! 
Write giving details of age, education and past exp eto iesnes Gf Gieh<lem taéencial exp 
pubbcavions, Commusnon basis Pieas« 
wre 
Box 2219 Box 2187 Ad. Weekly 180 Pleet S BC 4 
Advertiser's Weekly 180 Fleet St EC4 } 
ARTIST | 
; WANTED 
DESIGN DEPARTMENT of well-known ADVERTISING DPrPae (MENT ot Medium-sized West End Agency 
netic House require a young | well-known fou ufacturers requires artist for Mail-<irde 
iwplay man for window dressing has oppor “ng man illustrations and finished letteriny 
raining im contemporary design (National Ser to take Quick worker preferred. Pleasan: | 
Pr give tull details of traming over duties ( ipally of studio S-day week 
cal experience and age im your print and sta us know ' 
to ledge of this Thix . 
Box 21196 Ad. Weekly 180 Pleet St BC4 8 post giving 1 develop Phone Studio Manager 
mene ment with a company Mayfair 9576. | 
Facellent super 
EDITOR or EDITRESS ——— a. 
required details and pa t experi- DRAUGHTSMAN DESIGNER recurs 
erably with some knowledge of ence and salar \dvertising as personal assistant by North Loader 
<tory production and printing Manager Showroom Eahibttion Designer 
Pleasant working conditions Box 2253 Ad cas bC4 Box 2244 Ad. Weekly 180 Fleet Si Ec 4 


FOR A COMMERCIAL ART STUDIO 


ALPRESENTATIVE . . 


id knowledge of contemporary 
ds, a flair for passing on instruc- 
.ve group and the ability to think 

| presented with a problem .. . 

xists offering considerable scope 
it with the major group in an 
‘ry to advertising. The man we 

ild be in contact with advertisers, 
nts and acting, in most cases, as a 
his own right. This is not an 
for studio representation. Remu- 
neration will ve by both a substantial salary and 
commissiot 


who has a 


advertisine tr 


tions to ac 
objectively 
an opportu! 
for advan 
industry ar 
have in mind w 
advertising 
consultant 
appointment 


nd the successful applicant must, 
if he is to be successful with us, increase his 


income considerably. 
Applications, giving full details of age, education 
and advertising experience, should be addressed, 
marked “ Confidential "’, to : 

Ihe Managing Director 


Box 2274 
Advertiser's Weekly 180 Fieet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
TWO GENERAL ADVERTISING 


COMMERCIAL ARTISTS poy em Ye ot be me dy 4 ey - MANAGER 
Agency @ the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
required in Publicity Dept. of manu aniess be or she. of the employment, is excepted from the provisions of the 


facturing company in Essex. Only th oa Vv Order 1951." (LONDON) 


tse oe pom 9 able to produce , es at as in 
A ™ ’ r re n | n » 
Fawn ee - aot tnt nnd ae PROGRESSIVE LONDON AGENCY ART he wal . + Meme: then = ist eons ,~ 
ing brochures, catalogues, etc., for Yo fi 


ung People. Qualifications all- 
commercial and industrial equipment round experience in press and catalogue 


and materials. Write stating ex requires DIREC T OR work, copy-writing ability and thorough 
perience, age and salary required (no knowledge of production processes 
specimens) to Publicity Manager ASSISTANT Mail Order experience an added 


Already large—and fast expanding— advantage 


London Agency has top-level vacancy T 
h n excelien rtunity for 
Box 2216 SPACE BUYER dor Gn Guporionasd Acc: Wiaaney os is is an excellent opportunity fo 


someone with the enthusiasm and 


' n visu n nd to $ rvi 
Advertiser's Weekly 180 Fleet St €C4 a ted te _ As B per pee co ability to develop the Company's 
Excellent prospects for man shatemmeatey ~ sfiee hee titanate tiie, selling policies by clear thinking and 
” = r r n Do let 
able to work On OwN initiative. ing for greater s e for his talents— orey (giving full p “ee Loa ate 
otsrt AY SALESMAN with connections ai ne meee Age Amyipticn< ena education, experience and remunera- 
w wood, hardboard, et media 1 er ow Bear Ainge oy tion) to L.E.N., Daniel Neal & Sons 
o-operate with isplay designer cx Write Stating age, experience Wrice a yin grottnd sence pm itd.. Orchard Court, Portman 
works manager with manufacturing and salary required. . “a Square, London, W.!. 
associations 1 227 
Box 2266 Ad. Weekly 180 Pleet St BC4 Box 2277 '. 3 
: , Advertiser's Weekly 180 Fleet St EC4 SPACE REPRESENTATIVE (male or 
ASSISTANT ADVERTISING MANA Advertiser's Weekly 180 Fleet St EC4 female) for established advertising firm 
GER required by large company near Preferably resident in the Sussex area 
Brist NS mf 1 Experience Appls 
. it, copy-writing and produ . PILOT RADIO require young versatik ADVERTISING AGENCY requires ar Box 2267 Ad. Weekly 180 Fleet St EC4 
. . knowled ~ ‘4 ct mail ‘ rtising man with experience f the \ t Market Research = - 
and oh oft« "oe n plant an Radio Industry to run small adver Der r Ww . ady a ind c 
adv Write, giving ful feta t g department and t haise with ving 8 r r accounta Agenc 
, - ioe aoe reguiced Aver Excellent opportunity for expeni@ 4 type—tt ideas , This is 
, —— ae “ ‘ ’ te wing ——e ms a tw pros 
= 1 Wee 180 Fleet St BC4 v dual with initiative. Write. giving not essential—w : 
' . : = ictails, to M. M. Lynn, Director good salar A Hered , 7 will 
A FIRST = With A FUTURE Pilot Radio Ltd, Park Royal Road at ‘ g give ever PF i r 
lr required to assist London, NW10 of age, edu te ment. Replies, q g age, experience 
, Jepartment Knowledg Box 2242 Ad W 80 Fleet St EC4 paseclay ang salary required, will be 
: _ pth edien FLEET STREET P.R.O. needs young regarded confide und acknow 
earn advert nia ady assistant, knowledge shorthand CREATIVE Ban TTERING -. ledged. Chairman, W. Hopwood & Co 
Pn ayveritin iH - or typing. Opportunity to gain practical required P sential Lid 67a Mosley Street Man- 
oi om No "Sat he Ate ( experrence im journalism, pubic rela ter ne and var k Top salar chester, 2 
Apply. Miss Lund, Yardley & tions and advertising. Salary £7 and good working rs. Appl LETTERING AND DESIGN ARTIST 
Lt {, 33 Old Bond Street, | ‘ \“ Five-day week Hours, 930-46 pm Mr. Horns P Publicity Ltd for Packagi du Hertf 
Box 2272 Ad. Weekly 180 Fleet St BC4 23-28 Fleet Stree 4 FLEet 2416 Capable { 


f and Panes. so able to do fir 
work tor reproductio __ Write 
E. W. PLAYER LIMITED experience and salary red 
| WARREN SEYMOUR GENERAL ARTIST eres Aa Wenn san eon 
want a SENIOR TYPIST, ulti 
mately take charge of ge " Mice ki f Well known domest appliance manu- IMPROVER LETTERING ARTIST re 
Under 35. Also a nior age 5-16 loo oun facturers in jon require an Apr Yamiels Studio, 6 
, Please phone or write are ing or 4 y g experienced Gener Arcist in their C ar Sur wc? 
Disp! d Ext Stud Ex- 
O4r. Sawyer, 30, Most Serest, 6.0.4. | PRODUCTION perience in Display and Exhibition 
(PLEet Sc. 9093) | design work esse 
a= Typograph, expe © an advantage 
, ASSISTANT Write giving f ails of age, ex- OFFICE FACILITIES AVAILABLE for 
JUNIOR ARTIST " juired a, - perience and salary required to: a first-class Lavout Man wit! ypo- 
ing Miudw im mimersmitt r - idiom 6 . 
adams ae Ween -eraien ' If you have Agency experi- Bex 2213 graphical abilities wishing to work on 
uc ‘ L . ‘ wu 4a » fr ance basis st be preparee 
knowledge of Typography, « ence, and have completed ; as ai alain Reset nel ie ys 
, . . : } ‘ gu prog . 
Jer * gaining practical your National Service, Advertiser's Weekly 180 Fleet St €C4 time in return for services and accos) 
ence rite datic flord 
> , slease telephone modation aff 
Box 2234 Ad. Weekly 180 Fleet St EC4 F ; P - ASSISTANT TO THE ADVERTISING Box 2147 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT REPRESENTA TIV! MR. COE--LANgham 6258 MANAGER: y engineer FREE LANCE ARTIST, 20 years’ 
required for Natic nal m | for an appointment ovens 79 : ee pe ; experience in Ex tion and Display 
published I ' Must have ; | : : En ae a Designing of general work Tei 
ale t rd and Age < { : . X ‘ und CUN 18 
. } . w J vertis 
Salar i476 pa comr SMART young Advertisement Repr: ‘ ation © experien - FREE LANCE VISt ALISER, exper 
oa mses. ane ed ag t +4 sentative required (male) for the head Box 2246 Ad W 80 Fleet St EC4 enced finest W End Agencies. Any 
On cel! AC ceKly Im ot oN fice of The Sunderland Echo, Sunder creative work undertak 
" Good prospects. Five-day week PRODUC pent Y mar with Box Ad Ww ekly 180 Fleet St EC4 
nd pension scheme. Apply on- abality culous—re LET Us QUOTE you for next 
fidence, giving full particulars, to the juired 1 [ jing Agency pho raphic cok rh The 
LEADING PUBLISHERS General Manager : a eg pemements os Colour Studios.” Hadleigh. Suffolk 
my ment telephone he ’ r se f how 
ADVERTISEMENT CAN VA SSER Secretory. Roles & Parker Lid.. Rapier ARTwonk, Leh a A 
have a vacancy for a d for London area M H fe & Sci (Clark acke gns. uf equ r 
Gnished { — from sho 
pe ical publication with world-wide = ‘ nm ull ¢ ul : rk n p 
distribution Salary, commision and graphic re erer ‘ xeclient p pects 
SENIOR expense allowance, | Give details of ADVERTISEMENT SPACE Salesman for quality work. Phone: KENsing 


_ ene . rw re ame ents ton 4497 or write 
ADVERTISEMENT REPRESENTATIVE Box sais ad Week! y 180 Fleet St St EC 4 bt ation Pt — oy " Box 2270 Ad. Weekly 180 Fleet St BC4 


This is an important appoint- | PRINTERS 
ment carrying an initial income COPYWRITER 


hd 20,000 WOMEN WAITING, or so it 
« of £1,500 per annum. Experi- Pp seems to those who entrust all of their 
A versatile copywriter is required for a mailing collatin nackaging and 
ence is essential and the age West Gnd Agency. The man we hove in REQUIRE ARTISTS we pe , — ~ Be 
limit between 30-45. For the mind is probably in bis thirties with a Messrs F.C. Newman & Co., 439 
few years Agency experience behind OF ALL RES sere Dar vad Ww eee 
man prepared to work hard him. te may be that the time has CALIB a c a Park Roa S Ba 
h ition arrived for him to take a more senior s 
and intelligently the positio aan: we tien b ene Lettering Figure DRAGON PRESS LTD., 93 Wellington 
carries exceptional prospects of which calls for some client contact and Reteuch ut 3s Boag 
uv ’ “u . etoucning, etc. press ff r cputc, a 
promotion. Details of educa- a Cannes eens = To ceeeee g 5 cetediesd te apedune 


sible for copy on a wide variety of 


tion and business career should accounts WRITE OR "PHONE 
be addressed in strict confidence Wrice giving fullest details to the ACCOMMOD 10N 
to :— CREATIVE MANAGER HARRIS DOBBY & PARTNERS LTD 


Box 2269 T. G. Scott & Son Limited, Crown 44 ESSEX STREET, W.C.2 OFFICE FAC ELITES available for a 
ote q first-class artis to work on 3 

. House, 143-147 Regent Street, CENtral $304 7 ey oe Ag A 

Advertiser's Weekly 180 Fleet St EC4 Leadon, WI. caver estapnens. oa. t be prepare 
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CLASSIFIED ADVERTISEMENTS 


7 : > 
Semmes SUSINESS OPPORTUNITIES BB APPOINTMENTS WANTED ENGINEER PUBLICITY MANAGER 
ADVERTISER'S WEEKLY, pages 
Seeks appommtment where enthusiasm 
52, 53, 54, for the Monthly BE REPRESENTED Executive, 37, with successful, snd initiative are appreciated. Exten 
. . : sive engineering background in Aer 
Register of Trade and Special- eventful career, desires change. nautical, Automobile and General 
ist Publications Section IN THE WORTH WEST | | Administrative abiticy, initiative | | Snpincering “tapersence im Techmea 
, e " : and originality have produced Advertising and Publicity includes 
November | 1 will be the next — —— with exceptional results me age Ny Spa . ae a. 
: “ ears all-rou s ce edi anc race anning sua 
issue containing this Register. colle experience wat Box 2148 tsation Lay ruts pe ae a Writing 
. Copy riting ditora aiscrr 
represent Advertiser's Weekly 180 Fleet St EC4 with the techaiead peons—Pvaneretios 
of Technical Literature Exhibition and 
WEEKLI : : ; Db 
BUSINESS OPPORTUNITIES Teeranehs. POmscnnten Pon. AGENCY PRINTING MANAGER, ex Display “Films Public Relations. Sa 
abe C : master printer, sock sostion where ary &t a 
LICITY OR P.R. ORGANISATIONS first-class technica af executive ¢x 
LIVERPOOL CITY OFFICE. penence is required Box 2255 
PHONE. MANCHESTER OFFICE Box 2251 Ad. Weekly 180 f cSt BC4 . 
MAIL ORDER SMORTLY, BOGEREREG Earet haa ¢ Advertiser's Weekly 180 Fleet St EC4 
QUERY. LAYOUT ARTIST. Sma Agency 
6 2218 Moderate salary I § arca 
HOUSES Ox Box 2250 Ad. Weekly 180 Fleet St BC4 ACCOUNT EXECUTIVE wih 
Advertiser's Weekly 180 Fleet St €C4 ARTIST, 20 vear : round Agency experience wud 
ST. 20 years’ studio experience, 
Studios conversant ye ao specialising silk-screen reproduction copy items) a present | side-track 
t ‘ ther orc down ac a, s go-ahea erat 
tial requirements of art for LONG-ESTABLISHED FIRM offers conversant with other processes, would eth dipecnem Ger tablet 
Mail Order catalogues in all services purchase and supervision of Ten Get é : Age 27 ; 
7 media desire to contact Mail ee advertising sites m Northern ox 2143 Ad eek 80 Fleet St BC4 Box 2260 Ad. Weekly 180 Fleet Si PC4 
rder willin nag : : ; 
Order House mg to give Box 2240 Ad. Weekly 180 Fleet St BC4 Situation required. SENIOR EXECUTIVE of wide exper 
contract for work, and offers in ence, age 35, display, exhibition and 
return good work, reasonable PRINT BUYER packaging expert. Art buver. Some 
. prices, and first call on services. SALES AND WANTS Unique experience. Sound prac- toche ical knowk dye fos lt med 
"ost requir ger ‘ itive Con 
Write requirements. SECOND-HAND MODEL 2 LINOTYPE tical and technical knowledge sultant or Advertising Manager 
Box 2268 with A.C. motor for sale, | magazine all processes. Box 2257 Ad. Weekly 180 Fleet St BC4 
A w ly 180 Fleet St EC4 \oply "Ghustdes” Gliese. Clack Bex 2262 EXHIBITION EXECUTIVE (2 
vertiser Pps CGuare , the eck- . . a76), Wu 
dvertiser's Weekly eet St Apply sarees Office Check Advertiser's Weekly 180 Fleet St €c4 all-round experience, over nine year 
ARE YOU AN ACCOUNT EXEC ng ary 
4 » ” m= 2271 d. Weekly 180 Pleet S& 4 
TIVE 2? Do you contemplate an inde rie HAND-PICKED . SECRETARIES See = — ad = 
pendent venture We have Fleet MISC! L ANEOUS sveilable The , Wigmore a, 7 RETOUCHER wath £200 married 
Street premises with all facilities, and Wigmore St., W.1. HUNter 9951/2/3 (Directorship eo or any ideas 
a scheme which needs only your co STORAGE AND RECONDITIONING . from artist with courage and contacts 
peration. Write of Displays. ete. Larger premises, 35 ese. — —_— = on Box 2275 Ad. Weekly 180 Pleer St PC4 
Box 2263 Ad. Weekly 180 Fleet St EC4 miles from London, now enable us to shane omeenel reative campeign | YOUNG MAN (22 ks position 
DISTRIBUTION of display material in pe s teow ye —, — planning and prod " 14 years Exhibition Contractor Display as 
Northern Ireland can be handled by : SOCHNIES, BS WE as aN ConCIen intense experier jucting con- Junior Droughtaman 
xperienced, reputable old-established rep pam ys eo ypese "os w. sumer and rdustr cCOuntS 2 Box 2269 Ad. Weekly 180 f Ss C4 
firm PG SNe CrecUue ears with Amer Agen ) years ° . 
* 22 eh _ Ar Lid i6la-166 Strand, WC2 . BRACING COUNTRY? COAST He 
Box 2241 Ad. Weekly 180 Pleet St BC4 TEM 6089 , eon g Manager ’ ary — cause of a beloved wife's health. « 
natwr sales tcam (rood t gam . . 
DEBTS collected throughout Britain client oauthde Prefer working capable shes : fvertrs ne manager 
opportunity for ambitious No fee unless results Brilegal (Est wants a lively job away from I 


highly COMPpet itive we minent a 


1919), 80 Leeds Road. Bradford. | ounts. Interested Position First-class sales corresp 
We E " , publishing cxperience n 
f ynly 


tur re 
>> sourcetul Suggestions appreciated 
with agency contacts Lm | COURSES. | Box 2230 Ad. Week 80 1 SECS Box 2190 Ad Weekly ind } leet St C4 
a8 Feprueent SECRETARY (28). ex iblicity ARTIST, five years’ agency /studio ex 
advertising, editor " eresting perience ured of advertising work 
NEW STUDIO position requiring im ve ~alary £10 sock nteresting post 
| . C . S$ . 


Box 2265 Ad Week sO 1 SbC4 Box 2264 Ad Weekly 1801 wa PC4 


offer of partnership 


no epi required DOES IT AGAIN! 
. 


Box 2221 ‘ 955 , ° 
Advertiser's Weekly 180 Fleet st cca | | in the May 1955 A-A. Exams. Do any of your clients want 


awarded Twenty Guineas on 
SHOW CARDS, CUT-OUTS. Ol 
estat ed mr wit conn 


; tying for second place in od 
ajuda .Whemenien widen Division “D” a go man... 


. , ‘ cs © Other LCS. Successes were < 
slrcad represented ir ndon 
B 232 Ad. Weekly 180 Pleet St BC4 Two good passes in Division “‘D" and will pay £2,000 plus p.a. 
Second place in Division **C*’ 
PRINTERS. Association or interest re Three good passes in Div Re 
yuired by Publishers and Advertising rt 
Goamnatnie with eutea-4ah o6 Gas Three good passes in Division’ A Hf sO tell them about someone who has twenty years success- 
p.a. Displa { 32 pp-128 pp. book Twenty-two per cent of all successes ig ad t n 
regi am 6 4 by 1.CS.-Traincd ful Advertising and Marketing experience—and who has 
Box 2231 Ad Weekly 180 Fleet St PC 4 Year after year our students figure 


in be the AA. © - just sold an active business at the right time and price—bute 
prominent ym » vccets ets 


Let us prepare her y a pass 

coech all ALP ‘ 
SPEEDY PRINT SERVICE cal susceshd.  Spesisiiond tralaiag 
also avaiable i= Commercial Art, With a background as Advertising Manager for a National account, Marker 
Sign Writing, Poster Design and Let- 


being used to hard work, still wants some more 


for all Advertising and Sales literature 


Top Quality Black-and-White and ng Manager for « ternavional one. a Managing Director and a Marketing 


: . terme 
Colour photo litho ay P book De 1G ~onsultant 
rite for free to pt . 
GOTHIC PRESS LIMITED INTERNATIONAL CORRESPONDENCE ee ae « practical jobs | Copy, layout, typography, produc 
Euston $645. 42 Osnaburgh Street SCHOOLS, Internationa! Buildings, 


Ipposite Gt. Portland Station Kingsway, London, W 2 nor designed packaging, daplays, stands bought print, sales aids, sites 
space ne * en articles, editorials scripted rad TV file ommer 
TWO NATIONAL MAGAZINES nie red pre tvor repared 
oom 6 Get with ty anmeer , - cals A. exper . ad stere arge appropriations prepare 
Pon ~ wea APPOINTMENTS AANTED aS Gardasicen cates Meta annua cone 
Box 2280 Ad Weekly 180 f SCEC4 PUBLIC SCHOOL MAN. 7 rs’ ad- World traveller Wartime (« -Colone!l Universey 
SHOW CARDS, CUT-OUTS yoy ota eg eo 
. y riar tty he is orous, enthusiastic . and in the forties. 
ADVERTISING FOLDERS | =! seorerer tumior Execute eS 
by photo-titho or letterpress (own . ri , : d 
photo-litho process plant) 8 49 Ad. Weekly 180 Fleet St BC4 pe or oO you? 
CARELLON PRESS LTD. ASSISTANT PUBLICITY MANAGER ant 
Fine Colour Printers, Bournemouth a: meet. wniedl cena dee 
Telephone Boscombe 36835 - ~ 2 ching sewpen Weekly 180 f 
Office 4a Bloomsbury Sq., bie pos ' Box 2276. ; 
wel Phone: HOLborn 83 Box 2261 Ad. Weekly 180 Fleet St BC4 
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| NEWSPAPER 55/ (overseas) 


‘Mirror’ has been in 
‘unfair position’ 
—Cecil King 


Cecil King, chairman of Daily 
Mirror Newspapers Ltd. said in a 
Statement issued on Wednesday 
afternoon that the arrangements by 
which “Daily Mirror” and “Sunday 
Pictorial” will be printed on Kems- 
ley plant in Manchester, enable both 
papers “to face the intense competi- 
tion in the newspaper industry with 
confidence.” 

In printing solely in London, he 
said, the papers had been in an 
unfair p in relati to their 
——., _ The Manchester move was 
a and e¢ tial develop- 
ment” a the business. 

Reports state that the first 
“Mirror” editions will be printed in 
Manchester at the end of next 
month. 

A “Daily Sketch” 
refused to comment on a report that 
the “Sketch” will use Northcliffe 
House machines for Northern edi- 
tions. They were in “no position to 
make a statement,” he said. 


The Duke of Edinburgh, patron 
of ISMA, attended the annual con- 


The rising generation ! To-day we’re more conscious than ever of what we owe to our 
young. We want them confidently to face the world’s perils and opportunities — to 
build for themselves full, active and useful lives. 

We want them to develop not only the ability to carn a living but judgement ; 
initiative ; a sense of responsibility — qualities that make for leadership. More than 
ever is there scope for such qualities to-day. And for many years now teaching in our 
schools has been planned to this end. 

What papers do they read, the young people who have already made the grade ? 
The News Chronicle is edited for their special needs. It’s a popular, well informed and 
independent paper. It judges every issue on its merits. It is forthright where a forth- 
right judgement is called for. Such is the paper’s policy and it’s getting the results it 
deserves — reasons why the News Chronicle ranks so high as an advertising medium. 


ference on Wednesday afternoon 
(see page 3) and saw a dramatised 
marketing demonstration presented 
by Horlicks Ltd. He was welcomed 
by Cyril Derry, national chairman, 
and thanked by president Lord 
Luke, who described him as “no 
mean salesman.” 


Sir Robert Fraser estimated in 
London this week that the commer- 
cial TV audience has often been for 
long periods 500,006, increasing at 
peak periods to between 900,000 
and a million. By the end of the 
year 750,000 homes will receive 
commercial TV, he forecast. 


John Olivere has joined Maclean- 
Hunter Ltd. He will be responsible 


Ltd. to take up this new appoint- 
ment. 


Peter Hope Lumley has appointed 
Miss Leona Fernandez as his per- 
sonal assistant. 


With effect from November 1, 


eee ns Tete 


ser: December issue of “Boy's Own 


RIGHT: ' Paper” will contain 564 pages of 
Home grown tomatoes Team work in the carpenters’ shop juostt Preaem 
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